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China Overview

China Overview
The Chinese economy has grown at just under 10 per cent a year for 32 years,
overtaking Japan in 2010 to become the world’s 2nd largest economy. According
to the OECD, China is projected to overtake the US in 2016 (in PPP terms).

While many of the world’s major economies are still struggling to recover from
economic contraction, China’s economy grew by 9.2 per cent in 2011, down
from 10.3 per cent in 2010, and this economic slowdown continued in 2012, 
to around 8.2 per cent. This is partly due to suppressed demand in China’s
largest export markets (Europe, USA) but also to tightening of monetary policy 
in late 2011. The Chinese government has subsequently now begun loosening 
monetary policy and has launched a major investment programme to ensure
growth does not slip below the official “target rate” of 7.5 per cent.

There are significant changes in China’s growth strategy. Traditionally, China 
has provided low-cost manufacturing solutions for the global market, but 
exports declined sharply after the global downturn and China’s manufacturing 
industry has responded by quickly moving up the value chain.

The Chinese Government is pressing hard to improve infrastructure and social
welfare as well as targeting resources to develop China’s vast rural and interior
regions, aiming to unleash domestic consumption among the wider population. 

Industrial structures are shifting inland with dozens of new cities emerging 
and coastal areas developing into sophisticated urban clusters.

Seizing opportunities
While the rise of China is easy to acknowledge, businesses constantly need 
to catch up with the speed and depth of change and development in China’s
large and complex market space.

Whether selling, trading, investing or franchising, China offers opportunities 
in abundance to UK companies, large or small.
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Foreword from Dr. Catherine Raines, UKTI's 
Director General for Trade & Investment, China

It’s a real pleasure to introduce this Guide to Doing Business in China. 

Over the past couple of years, China has jumped up the list of our biggest destinations for
exports. It has also become one of the fastest growing sources of inward investment into
the UK. Massive and accelerating urbanisation, the spending power of China’s new middle
class and the increasing globalisation of Chinese capital and business mean those trends
are set to continue. As China strives to become more innovative and competitive as a
knowledge economy, the creativity and innovation that runs through British businesses
make us an increasingly natural partner on their journey.     

That makes it even more important for more UK companies to take the plunge and come 
to China. But come with their eyes open, ready to seize the opportunities and handle the
challenges. China’s business environment can be tough. The regulatory environment is not
always clear and transparent. Rules can change – often and quickly – with all the attendant
lack of predictability that this causes. There are barriers to market access in some 
important areas. We are working hard to address these issues and help British companies
get the most out of the opportunities here.  And make no mistake. The opportunities are
huge, unprecedented, across all sectors. Many will be in the so-called Regional Cities 
outside China’s well-known economic hubs, such as Beijing, Shanghai and Guangzhou.
You’ll find information about many of those cities in this Guide. 

A final word. No Guide to a market as diverse, complex and fast-changing as China can
hope to be absolutely comprehensive. And it can’t be a substitute for market research, due
diligence or legal and professional services (all of which we can help you access). But what
I hope it can and will do is whet your appetite, give you some useful information and advice
in an accessible way, and point you in the right direction. Stick with it. China is worth it. 

Dr. Catherine Raines
UKTI's Director General for Trade & Investment, China
www.ukti.gov.uk/export/countries/asiapacific/fareast/china
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Introduction from the Chief Executive of the China-Britain
Business Council (CBBC), Stephen Phillips

As Chief Executive of the China-Britain Business Council, it is a great pleasure 
to add my introduction to this Guide to Doing Business in China.

British companies have long been market leaders and pioneers all around the
world. Our reputation for excellence, innovation, design and ambition is well-
recognised in China. And China today – a dynamic, fast-changing and exciting
market – offers British companies some of the very best opportunities anywhere
in the world. China is not always straightforward and it is complex in its diversity.
But that is what can make it so exciting too. This guide has been designed to
help companies understand the nature and the sheer scale of the opportunity, 
as well as the issues that need to be considered as you enter and expand in 
the market.

The good news is that UK companies can access a wealth of expert support 
and advice from organisations such as CBBC and UKTI. CBBC has 60 years 
of first-hand experience of helping British companies to develop their business 
in and with China. We have 10 offices in the UK and 13 across key locations in
China, and we work in close partnership UK Trade & Investment. The wealth 
of practical support and guidance we offer British companies is only an email 
or telephone call away, be it to the UK or to any of our offices across China. 
I encourage you to use it. And if you need more detailed advice we can help 
introduce you a wide range of experts in every conceivable field, many of them
members of CBBC.

I hope this guide helps both to inspire you and deliver the success your business
aspires to in China. Passion, patience and tenacity invariably pay off in what I
think is one of the most exciting countries to do business in. Good luck!

Stephen Phillips
Chief Executive CBBC
www.cbbc.org
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MARKET ESSENTIALS – CHINA

With a population of 1.3 billion, China is now the second largest economy and is increasingly
playing an important and influential role in the global economy. However, China remains a
developing country and its market reforms are incomplete. With the second largest number
of poor in the world after India, poverty reduction remains a fundamental challenge. 

China is widely seen as an engine of world and regional growth. From being virtually an 
industrial backwater 35 years ago, China is now the world’s largest producer of concrete,
steel, ships and textiles, and has the world’s largest automobile market. This increase in
production is largely the result of the removal of barriers to entry and increased competition.
Compared to other East Asian industrial growth spurts, China’s industrial performance 
exceeded Japan’s but remained behind South Korea and Taiwan’s economies. Industrial
output, retail sales, the service sector and fixed asset investment continue to grow and
overall it is anticipated that the economy will increase at 7.7% in the coming year.

China has attained a degree of openness that is unprecedented among large and populous
nations, with competition from foreign goods in almost every sector of the economy. Foreign
investment has helped to greatly increase quality, knowledge and standards especially in
heavy industry.  However, the banking sector is dominated by four large state-owned banks,
which are generally recognised to be inefficient and monopolistic, and a drag on the economy. 
The explosive growth of China’s emerging middle class has brought sweeping economic
change and social transformation. The evolution of the middle class has opened up the 
retail sector as sophisticated and seasoned shoppers emerge as a dominant force. 
The latest generation is prone to regard expensive products as intrinsically better than less 
expensive ones, and they are happy to try new things, such as personal digital gadgetry.

Both the national government and regional governments are investing heavily in major 
infrastructure projects with the latter competing against each other to provide high quality
facilities and service. British Expertise helps companies like yours to access new markets
like China, and to develop the opportunities there. We are confident that British professional
services companies have the skills to contribute and succeed in the Chinese market and
are here to support you. If you are not a member and would like to hear more please 
don’t hesitate to call us.

Tracey Smith
Chief Executive
www.britishexpertise.org  T: +44 20 7824 1920
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About UK Trade & Investment (UKTI)

UK Trade & Investment (UKTI) is the British Government Department 
that helps UK-based companies succeed in an increasingly global 
economy. UKTI’s range of expert services are tailored to the needs of 
individual businesses to maximise their international success. UKTI 
provides companies with knowledge, advice and practical support.

Through a range of unique services, including participation at 
selected tradeshows, outward missions and providing bespoke market 
intelligence, UKTI can help you crack foreign markets and get to grips
quickly with overseas regulations and business practice.

UKTI is an international organisation with headquarters in London and
Glasgow. Across the network UKTI employs 2,400 staff and advisors,
including those overseas in UK Embassies, High Commissions, 
Consulates and trade offices, and in the English regions.

UKTI brings together the work of the Foreign & Commonwealth Office
(FCO) and the Department for Business, Innovation & Skills (BIS). 
It draws staff and associated administration funding from both the 
parent departments, but has its own stream of programme funding, 
for which the Chief Executive is directly responsible as accounting office. 

To find out more visit the UKTI website – www.ukti.gov.uk

You can also contact the UKTI enquiry service on +44 (0) 207 215 5000
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About the China-Britain Business Council (CBBC)

The China-Britain Business Council (CBBC) is the leading organisation helping
UK companies grow and develop their business in China. Their mission is to help
UK companies of all sizes and sectors, whether new entrants or established 
operations, access the full potential of the fastest growing market in the world. 

Through 60 years of engagement, the CBBC have built up exceptional 
connections with government and business across China. The CBBC Board is
made up of senior business people from companies with a strong China interest,
and CBBC business advisers all have extensive first-hand experience of doing
business in China. The CBBC delivers a range of practical services, including:
advice and consultancy, market research, event management, an overseas 
market introduction service, trade missions and exhibitions, and setting up rep
offices. The CBBC have 10 UK offices and 13 offices across key locations in
China. This in-country network provides invaluable local insight, access, and
knowledge. It is also the basis of their Launchpad® and Hotdesk services.  
As a partner of UK Trade & Investment (UKTI) the CBBC delivers its business-
to-business services in China.

Whilst use of CBBC's services is open to all British registered companies on a
pay-as you-go basis, the CBBC are also a membership organisation with some
900 British company and individual members. For companies serious about 
developing business in China, CBBC membership provides a cost-effective 
route to ongoing support, networking, and exclusive services. CBBC corporate
members also benefit from reciprocal membership of the Beijing based British
Chamber of Commerce in China (Britcham), including access to more than 
100 events per year in Beijing and a stronger membership network.

In 2010/11 the CBBC handled 5330 enquiries; organised and participated 
in 400 events across the UK and China, including hosting 92 Chinese inward 
delegations in the UK; delivered 199 OMIS reports and 10 large research 
projects; increased circulation of CBBC's magazine to 6000 copies per month. 

To find out more visit the CBBC website – www.cbbc.org
You can also contact the CBBC directly on +44 (0) 207 802 2000
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International Market Advisor (IMA) has
been working ‘in association’ with UK
Trade & Investment (UKTI) for eight years 
and during this time IMA and UKTI have
collaborated on more than 80 market-
and industry-specific trade and 
investment projects.

Working together IMA and UKTI support
British and foreign Embassies, High
Commissions and international 
Chambers of Commerce throughout the
world. Our work has helped to identify 
the most efficient ways for British 
companies to trade with and invest 
in opportunity-rich overseas markets.

IMA in association with UKTI produces
'market' and 'industry sector' reports, 
the multi-media based 'Market Advisor'
series of trade publications and the 
multi-format 'Doing Business in' guides,
all of which are designed to advise and
assist UK companies when looking to 
do business internationally.

The reports, publications and guides are
published in a variety of formats including
websites, CD ROMs, full-colour printed
brochures and PDFs, and are now 
available in the ‘new’ free-to-download
mobile device-friendly apps! 

The hardcopies (brochures and CD
ROMs) are distributed across the UK 
and throughout the world to key strategic
offices such as British Embassies, High
Commissions, Consulates, British trade
offices, UKTI’s UK-wide network of 
International Trade Advisers (ITAs), 
and local and international Chambers of
Commerce, where they can be directly
accessed, free of charge, by those 
involved in international trade.

For more information on IMA 
please visit our website: 

www.DoingBusinessGuides.com

Contact IMA
Office address

International Market Advisor
IMA House
41A Spring Gardens
Buxton
Derbyshire
SK17 6BJ
United Kingdom

Email
info@ima.uk.com

General enquiries switchboard
+44 (0) 1298 79562

Media enquiries

Newsdesk & out of hours 
+44 (0) 1298 79562

About International Market Advisor (IMA)





ABOUT THIS GUIDE

This guide aims to provide a route map of the way ahead, together with signposts to other
sources of help. The main objective of this Doing Business in China Guide is to provide you
with basic knowledge about China; an overview of its economy, business culture, potential
opportunities, to consider initial research, market entry and risk management, and better
understand its cultural and language challenges. We do not pretend to provide all the 
answers in the guide, but novice exporters to China in particular will find it a useful starting
point. 

To help your business succeed in China we have carefully selected and partnered with a
variety of essential service providers as ‘Market Experts’. Full market expert profiles are
avaliable in the four formats of the guide:

• Website (www.China.DoingBusinessGuide.co.uk)

• a ‘free’ downloadable 'mobile device-friendly’ App 

• PDF Download (please see the website for more details) and

• this full colour hard-copy Brochure 

Doing Business in China Guide Team;

Project Manager: Craig Smith

Managing Editors: Olivia Taylor and Brian Underwood

Sponsorship Manager: James Clowes

Creative Manager: Paul King

Creative Consultants: Twistedgifted  www.twistedgifted.co.uk
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CHINA

China is a huge and expanding
market – UK exports to the 
country reached almost £4 billion
between January and May 2012,
up by 21 per cent on the same
period in 2011.

Whether selling, trading, investing
or franchising, China offers 
opportunities in abundance to 
UK companies, large or small.
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Why China?

Overview
China is a huge and expanding market –
UK exports to the country reached 
almost £4 billion between January and
May 2012, up by 21 per cent on the 
same period in 2011.

China is the great economic success
story of the past 30 years. Since the 
“reform and opening-up” policy was 
introduced in 1978, China has changed
beyond recognition. A Soviet-styled
planned economy has transformed into 
a vibrant market-oriented economy and
600 million people have been lifted out 
of poverty.

Well known for its manufacturing 
capability, China is the largest global 
producer of toys, textiles, washing
machines, cameras and computers
(among hundreds of other products). 
It is also the world’s largest consumer of
iron, steel, coal and cement, and China’s
hunger for raw materials continues. Over
a million enterprises have flourished, 
and nearly 40 Chinese companies have
entered the global Fortune 500 list.

With rapid and continuous industrialisation
and urbanisation, a vast and fast-growing
consumer market has emerged. Bicycles
and Mao suits have been substituted by
110 million cars (now the largest car 
market in the world), international labels
and luxury goods. China is also the
world’s largest ICT market, with over 1.1
billion mobile subscribers as of end 2012,
and 564 million internet users – over 42
per cent of the population. Private 
consumerism continues to develop with
greater sophistication.

Driving global economic recovery 
The Chinese economy has grown at just
under 10 per cent a year for 32 years,
overtaking Japan in 2010 to become the
world’s 2nd largest economy. According
to the OECD, China is projected to 
overtake the US in 2016 (in PPP terms).

While many of the world’s major
economies are still struggling to recover
from economic contraction, China’s
economy grew by 9.2 per cent in 2011,
down from 10.3 per cent in 2010, and this
economic slowdown continued in 2012,
to around 8.2 per cent. This is partly due
to suppressed demand in China’s largest
export markets (Europe, USA) but also
to tightening of monetary policy in late
2011. The Chinese government has 
subsequently now begun loosening 
monetary policy and has launched a
major investment programme to ensure
growth does not slip below the official
“target rate” of 7.5 per cent.

There are significant changes in China’s
growth strategy. Traditionally, China 
has provided low-cost manufacturing 
solutions for the global market, but 
exports declined sharply after the global
downturn and China’s manufacturing 
industry has responded by quickly 
moving up the value chain.

The Chinese Government is pressing
hard to improve infrastructure and social
welfare as well as targeting resources to
develop China’s vast rural and interior 
regions, aiming to unleash domestic 
consumption among the wider population.
Industrial structures are shifting inland
with dozens of new cities emerging and
coastal areas developing into 
sophisticated urban clusters.

Doing Business in ChinaC
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Seizing opportunities
While the rise of China is easy to 
acknowledge, businesses constantly
need to catch up with the speed and
depth of change and development in
China’s large and complex market space.
Whether selling, trading, investing or 
franchising, China offers opportunities 
in abundance to UK companies, large 
or small.

Researching the market – 
Where to begin 
Doing business with China can seem
rather daunting for those new 
to the market, but taking a strategic 
approach is the key to making the
process manageable. For instance, the
Hong Kong market can give companies
an easier first step to break into the 
market. 

Companies should conduct reliable 
research before venturing into business in
China. Good research saves costs and
improves the efficiency and impact from
the start of a project.

Desk research
General introductory business
information concerning China is 
increasingly available and companies 
can obtain a reasonable amount of 
preliminary information through desk 
research.

Economic research and sector analysis
can often be obtained from a large 
number of leading consultancies, 
research agencies and public sector
trade promotion organisations. 

Furthermore, the increasing use of 
e-commerce and B2B websites in China
has made identification of (and access to)
potential business partners possible
across the globe.

However, up-to-date and reliable 
business information to help guide 
business strategies and decisions can 
be hard to find in China, especially given
the pace and scale of the market’s 
development. Obtaining dependable 
information and insights from secondary
and publicly available sources can often
be more difficult than in Western markets.
To gather intelligence, there is greater 
reliance on primary qualitative research
(such as using in-depth interviews).

China cut the proportion of its people living below the $1.25-a-day
international poverty line from 84 per cent to 13 per cent from 1981-2008
lifting 600 million people out of poverty. 

(Source: FCO Country update, April 2013)



Do you know the answers to the following
questions before you start venturing into
China:
 
• What are the unique selling points 

to your business proposition?
• Will there be a market for your 

product and services?
• Are there any legal barriers to your 

business model?
• Where in China would you start?
• Do you have sufficient resources 

(management time, project finance 
and expenses) to fund your China 
projects?

• Who will be leading the project within
your company?

• Do you need to work with a partner 
in China to succeed?

• Can you communicate with them 
effectively?

• Have you evaluated business risks 
(such as protecting your IP) and 
conducted research and due 
diligence?

• Do you know how to secure payment 
and get the right quality products?

• Would Hong Kong be a safer place 
to start?

Rarely will you have answers to all the
questions above and this “knowledge
gap” can form the basis of your further
research and investigation.

Consultation and bespoke research
Research based on secondary 
information is often inadequate. Many
websites and online materials are written
in Chinese; the quality and reliability of
content varies greatly and sometimes
certain information is simply unavailable.
It is therefore essential to verify the initial
research findings and conduct further 
investigation.

Often this requires mapping out a 
bespoke research brief with the help of
specialists, and exploring what additional
information you might need to make an
effective entry into the market, and how
you can make the contacts vital to 
success.

The Overseas Market Introduction 
Service (OMIS) is a UKTI service 
delivered by CBBC in China and UKTI 
in Hong Kong and Taiwan. This service
can assist you by undertaking tailored 
research using their extensive network of
dedicated researchers across the market.
This can be used in a wide variety of
ways to help your business with its 
particular needs when entering the 
Chinese market. Possible ways in which
OMIS can help your business include:

• Market research & analysis
- Sector reports
- Market initiatives
- Regulatory environment
- Market opportunities

• Identification of local contacts
- Agents
- Distributors
- Suppliers
- Potential partners

• In-market activities
- Meeting arrangements
- Event organisation, such as work-
shops, seminars, promotional 
activities and product launches.

For more information about how OMIS
might be used to assist your company’s
strategy for China, contact the CBBC's
OMIS team at omis.london@cbbc.org, 
or your local UKTI International Trade 
Adviser.
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CHINA

The Chinese economy has grown at just
under 10 per cent a year for 32 years,
overtaking Japan in 2010 to become the
world’s 2nd largest economy.







Choosing The Right Location

Choosing the right location in 
mainland China
There are significant divides in China’s 
regional economies. Coastal provinces 
in the Chinese eastern seaboard are the
most economically advanced, benefiting
from historical trade links and better 
infrastructure. These regions were among
the first to respond to the reform and
opening-up policy and have enjoyed 
sustained growth spurred by export and
investment. It is also noticeable that the
majority (70 per cent) of the Chinese 
population live in the eastern part of
China. By contrast the vast inland regions
in China are more domestically oriented
and more abundant in natural resources.
However, many of these regions are still
developing to catch up with the coastal
areas.

The question of “where to start” is often
asked by companies who are new to the
market, and those who seek business 
expansion. China offers a wide variety of
potential locations, and beyond the more
familiar established regions and cities it
can be difficult for firms to choose.

Traditionally, business interest from
British companies has generally focused
on a few business “hot spots”, first-tier
cities such as Beijing, Shanghai,
Guangzhou and Shenzhen. However,
business conditions in these cities are
evolving quickly. In particular, numerous
British companies are experiencing 
mature and increasingly saturated 
markets in these locations, with only
niche opportunities for development, 
and growing competitive pressures from

other foreign firms and increasingly 
sophisticated Chinese companies.

Moreover, factor input costs in China 
are at their highest in these cities and 
the costs of land and labour are rising
fast. As a consequence, many British 
companies with a presence in these 
cities are actively seeking fresh business
opportunities in a variety of China’s 
regional cities.

In addition, the Chinese economy is 
increasingly seeking growth driven 
by domestic dynamism, particularly 
consumption and development in 
inland and rural areas. Often the rate 
of development in the lower-tier cities 
is faster, and international competition 
is often lower.

There are a number of regional economic
hubs within China, where several cities
interact to create a wider economic area.
The most significant are the Bohai Rim
region, the Yangtze River Delta region
and the Pearl River Delta region.
See “City Clusters” on page 34. 

Economic background
The global financial crisis and recession
which began in 2008 has changed the
international economic landscape. China
was not immune to this and the country
launched its own financial stimulus 
package of $400 billion in late 2008. As 
a consequence of the global economic
challenges, annual inward foreign direct
investment shrunk by a third in 2008 but
has recovered since. The positive 
development is reflected by the Chinese
economy being valued at $5.8 trillion in
2010, overtaking Japan to become the

Doing Business in ChinaC
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second-largest economy behind the USA.
In 2010, China was the second-largest
exporter nation and fourth-largest
importing nation.

China’s economy continues to grow 
almost 10 per cent per annum. In recent
years, the less populated, less developed
western and central regions have 
outperformed the historic economic
growth engines of the Eastern Coast. 
A number of factors have brought this
about, including a policy shift from 
prioritising export-driven growth to one
driven more by domestic consumption
and a stronger integration of the 
provincial economies. One of the 
most important factors is the national 
government’s stimulus package which
has, among other things, directed 
funds towards major transportation 
infrastructure projects in Western and
Central China and which has promoted
the development and opening of new 
domestic markets.

To illustrate, the municipality of
Chongqing, home to some 32 million
people, recorded a gross domestic 
product growth of 17.1 per cent from
2009 to 2010, driven largely by 
infrastructure construction investments
but with significant increases in the 
manufacturing and service industries.
This is mirrored by similar levels of 
economic growth in other regional cities. 

China's 12th Five Year Plan
The current Five Year Plan was launched
in March 2011 giving a clear indication of
the government-supported priorities na-
tionally both by province and city. In addi-
tion to economic and social targets, this

plan sets out clear environmental 
objectives. Although the content of this
Plan is developing further during the 
five-year period, it's therefore now worth
reassessing the opportunities for British
industry in China and, in particular, in 
its regional cities in light of these 
developments. As always though, 
opportunities on-the-ground are evolving
very quickly, so it is best to contact the
CBBC for the latest developments.

The predicted surge in urbanisation 
presents challenges for the Chinese 
authorities, which are recognised in the
12th Five Year Plan: greater emphasis is
placed on education, sustainable housing
and infrastructure, universal healthcare,
environmental protection and the 
expansion of financial services. These 
internal challenges of urbanisation in all
China’s cities match many of the UK’s
manufacturing and service skills, which
therefore opens opportunities for UK
businesses. However, opportunities are
continually evolving, so it is best to 
contact the CBBC for any latest 
developments.

The focus of China’s Five Year Plan will
require greater domestic technological
development and upgrading along the
value chain. British firms can benefit from
this by being better integrated into the
supply chain of multinational enterprises
operating in China or into those of 
national Chinese firms. Likewise, British
firms can exploit their expertise and 
explore new business models in joint 
research and development projects with
Chinese organisations. 

As of February 2013, there were four Chinese companies listed on the
main board at the London Stock Exchange, and a further 45 on AIM. 

(Source: FCO Country Update, April 2013)



In the aerospace industry, for example,
Airbus and Rolls-Royce have supply
chain and training centres in Tianjin, 
40 minutes south-east of Beijing by
high-speed rail, and Rolls-Royce is 
jointly developing products with two
major domestic suppliers from Xi’an 
and Chengdu, the gateways to West
China. At the same time, Chinese 
middle-to high-end consumers are 
becoming increasingly sophisticated 
and demanding. China has recently 
surpassed the USA as the largest 
national market for cars with sales 
of 19.3 million units in 2012, of 
which two-thirds are foreign marques 
manufactured by five Sino-foreign joint
ventures. Baotou, the Inner Mongolian
cashmere and mining city, has the 
highest number of luxury cars (including
Rolls-Royce and Bentley) per capita 
in China.

In the past, British businesses have 
focused their investments and operations
in Beijing, Guangzhou, Shanghai, and
Shenzhen for good reasons. As the 
national capital, Beijing will always attract
the public relations operations of foreign
firms. Shanghai is the largest commercial
centre in China and is home to the
world’s leading financial and professional
service companies. The manufacturing
centre for exports remains firmly situated
in and around Guangzhou and Shenzhen
with their good links to international
transportation hubs. However, the 
situation is evolving. For many British
companies that have spotted business
opportunities outside of the major 
conurbations of China, it will be more 
appropriate for them to build public 
relations activities with local governments
rather than in Beijing.

Increasingly, professional services 
companies are following their 
international manufacturing clients into
regional cities in China and financial 
services are establishing new offices in
those cities that are opening specialised
exchanges. Similarly, manufacturers are
benefitting from lower operational costs
and improving infrastructure in the 
Chinese hinterland.

In addition to the four major cities of 
Beijing, Shanghai, Guangzhou and 
Shenzhen there are another 270 cities in
China with a population in excess of one
million. Across these highly populated
cities there are other factors evident to
different degrees. These include the level
of economic and social development, 
industry structure and business 
environment.

Is sustainable growth realistic?
The trend in China in 2012 was relatively
fast growth in less developed inland
provinces, and slower growth in the more
developed coastal areas. Some argue
that this reflects rising costs in more 
developed areas together with growing
opportunities inland. However, in the
Pearl River Delta two of China’s most 
affluent cities, Guangzhou and Shenzhen,
managed to maintain growth rates of over
9 per cent. Analysis suggests that this
impressive performance is largely based
on sustainable growth in the services and
hi-tech sector. Does this mean China’s
most developed cities still have the 
capacity to grow at nearly 10 per cent 
a year? Relatively low growth of 3.5 per
cent in Dongguan, another wealthy
southern city, suggests caution; at least
some coastal areas will indeed struggle
to replace low-end manufacturing as
costs rise. 
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Understanding the story behind these
very different growth rates should help us
learn what factors will determine whether
China can move up the value chain and
sustain fast growth in both coastal and
inland areas.

The Pearl River Delta (PRD) is a coastal
area in Guangdong adjacent to Hong
Kong. China began its process of reform
and opening up here, and the region 
remains a significant driver of growth. 
Despite only accounting for 3.6 per cent
of the population and 0.6% of land, the
PRD contributed more than 9 per cent of
national GDP and nearly a quarter of the
country’s international trade in 2011. 
Three decades of economic expansion
have made the region rich – Guangzhou
and Shenzhen are two of the most 
affluent cities in China. In 2011 their GDP
per capita was RMB 97,588 and RMB
110,421 respectively. This makes them
significantly more affluent than
Chongqing, one of the fastest-growing 
inland cities, more affluent than Beijing
and Shanghai, but still poorer than Hong
Kong. The initial economic success of
this region was built on labour-intensive
manufacturing, and as the costs of labour
and land have risen, manufacturers have
started to find it increasingly difficult to
make a profit.

Therefore it might be expected that the
PRD would experience particular 
difficulties in maintaining high growth
rates. However, although growth has
slowed, over the course of 2012 the PRD
still grew at 8.3 per cent, faster than the
national average of 7.8 per cent, and the
two most important cities within the 
region, Guangzhou and Shenzhen, did

particularly well; both had a GDP growth
rate for Q1-Q3 above 9 per cent. But this
strong economic performance was not
uniform. For example, Dongguan, the 
region’s 4th largest municipal economy,
grew only 3.5 per cent over Q1-3. What
explains these variations?

Optimistic explanations of the fast growth
in Shenzhen and Guangzhou emphasise
the success that these two cities have
had in developing their hi-tech and 
service sectors and contrast this with
Dongguan’s continued reliance on labour-
intensive manufacturing. Electronics and
hi-tech products now account for more
than 40 per cent of Guangzhou’s 
industrial output. In Shenzhen the service
industries are particularly strong. It is 
estimated that the service industry 
contributes more than 70 per cent of
Shenzhen’s economic growth.

On the other hand, low-tech products 
(including footwear, furniture and toys)
accounted for more than 50 per cent of
Dongguan’s exports in 2012, and as
wages in the PRD rise many of these
manufacturers are struggling to maintain
a competitive edge. In the first half of
2012, 30 per cent of enterprises in 
Dongguan with an annual revenue of
more than 20 million RMB reported
deficits resulting from declining external
demand and rising manufacturing costs.
Furthermore, while in Guangzhou and
Shenzhen the majority of investment in
fixed assets comes from private 
investors, Dongguan’s investment is
dominated by the government. This 
suggests private investors may lack 
confidence in Dongguan’s future 
development.



Those more sceptical about the 
sustainability of growth in Shenzhen and
Guangzhou might highlight the role that
rising real estate prices in Shenzhen and
government investment in infrastructure
in Guangzhou played in maintaining
growth during 2012. Shenzhen includes
real estate in its calculations of the 
contribution that service industries make
to the economy and this sector 
experienced 15.9 per cent growth in the
first three quarters of 2012. According to
official data the Guangzhou government
undertook RMB 236.2 billion of 
infrastructure investment from Q1 to 
Q3 in 2012 including starting work on 
a major expansion of the airport and 
a number of new underground lines.

However, there are indications to suggest
that growth in the housing market in
Shenzhen is not sustainable – a local 
independent housing market monitor
reported recently that housing prices 
in Shenzhen experienced only modest
growth in the first half of 2012, peaking at
RMB 21,560 per square metre in August
before starting to decline. They estimate
that speculative buyers now only account
for 6 per cent of the market. Furthermore,
while the increase of government 
investment in Guangzhou has been 
substantial, the year-on-year growth rate,
8.5 per cent, was substantially below the
GDP growth rate of 9.2 per cent. Finally
growth rates for hi-tech industry in 
Shenzhen and Guangzhou were 
particularly impressive, 12.1 per cent 
and 14 per cent respectively.

Three factors could play a role in 
explaining why Shenzhen and Guangzhou
have had more success in upgrading
their economy than Dongguan: timing,
policy environment and resources. 
Shenzhen and Guangzhou both launched
their drive to upgrade the economy 
relatively early. Guangzhou declared its
intention to increase its competitiveness
in automobile, petrochemical and ship-
building industries in the 10th Five Year
Plan (2001-2005) and made great efforts
to attract foreign investors, particularly
Japanese car manufacturers.

The Shenzhen government made the shift
even earlier. It set and realised the target
of making hi-tech industries, including 
information technology, electronics and
new materials the biggest pillar (42.28 per
cent in 2000) of its economy during the
9th Five-Year-Plan period (1996-2000)
and between 1999 and 2011 hi-tech 
industry grew from accounting for 34 per
cent of industrial output to 56 per cent.
Dongguan on the other hand only put real
emphasis on attracting new, higher-value
industry in the wake of the financial crisis
in 2008.

These sectors are therefore more mature
in Shenzhen and Guangzhou and they
may benefit from a first mover advantage.
Second, the governments in Shenzhen
and Guangzhou both have more policy
autonomy to introduce preferential 
economic policies. For example,
Guangzhou has worked with Singaporean
expertise to develop “Knowledge City”,
designed as a national centre for 
Knowledge industries. Third, Shenzhen
benefits from being right next door to
Hong Kong and Guangzhou from being
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the provincial capital. Both cities have a
relatively large number of highly educated
and affluent people living in them, a 
number of good higher education 
institutions and a relatively developed
cultural life.

Analysis of the strong economic 
performance in 2012 in Guangzhou and
Shenzhen suggests that the commitment
of these two cities to move up the value
chain is delivering real results and that at
least some of China’s most advanced
cities may maintain the capacity to grow
extremely fast. However, other cities
across China may not find it quite so easy
to emulate Guangzhou’s and Shenzhen’s
experience. Guangzhou’s and 
Shenzhen’s success may at least be
partly explained by their favourable 
location, developed cultural 
infrastructure, and the use of preferential
policies to establish themselves as 
regional centres for high-value industry
that are not available to other municipal
governments.

Where to consider
However, beyond the main cities of 
Beijing, Shanghai and Guangzhou, it is
still apparent that many regional cities in
China do continue to offer a wide range
of opportunities across a broad number
of sectors to UK companies. Clearly,
those companies seeking to serve local
consumer markets in China will be 
attracted by the economic expansion, 
rising purchasing power and growing
populations that the rapid urbanisation of
China’s regional cities has engendered.
Generally, the location opportunities for
those companies looking to manufacture
only, are found in those cities near to the

coast, from the far Northeast to the South
of China. Recognition of local resources,
client clustering, adequate logistics and
governmental support within this wide
area then becomes important. 

Furthermore, although many contributing
factors can be used to calculate the R&D
score, there is a strong match between
the best R&D location and the density of
leading Chinese universities. Hangzhou,
Suzhou and Tianjin should be priority 
regional cities for any firm looking to 
locate production and R&D in China.

The rate of urbanisation and economic
growth together with the government-
supported development initiatives in each
of China’s cities offers considerable 
opportunities across all business sectors
for British companies. The more 
economically advanced the city it follows
that the demand and solutions become
more niche. The business opportunities
tend to be higher up the value chain in
those more economically advanced cities
matching the skill set offered by UK 
industry and commerce, especially for
SMEs.



The heterogeneity in economic growth, operational costs, competitiveness in local B2B 
and B2C markets, local government support and policy momentum in respect of regional 
development and the business projects provide both opportunities and challenges for firms
to identify and select the optimum location in China. The choice of city will be influenced by
the strategic objectives of the company and the types of activity it wishes to undertake - do
check with the CBBC for the latest advice.

City Clusters
"City Clusters" is a term used to describe a group of cities in close proximity to each other.
At the same time, they are also distant from the next nearest cluster creating an obvious
identity of their own. As well as this geographic identity the City Clusters are also areas 
determined by their demographic characteristics of high population and high population
density. 

12 such City Clusters have been identified across China, namely:

Fujian - the cities of Fujian Province
Hei-Ji - the cities of Heilongjiang Province (abbreviated to the single Chinese 
character 黑 “hei”) and Jilin Province (abbreviated to the single character 吉 “ji”) 

Henan - the cities of Henan Province, north and western Jiangsu Province and 
Anhui Province

Hubei - the cities of Hubei Province
Hunan - the cities of Hunan Province and western Jiangxi Province
Inner Mongolia - the cities of Inner Mongolia and northern Shanxi
Jing-Jin-Ji - the municipalities of Beijing and Tianjin and the cities of Hebei Province 
(abbreviated to the single Chinese character 冀 "ji”)

Liaoning - the cities in central and southern Liaoning Province 
Pearl River Delta (PRD) - the cities around the Pearl River in Guangdong Province
Shandong - the cities of Shandong Province
Sichuan - Chongqing Municipality and cities in Sichuan Province

Yangtze River Delta (YRD) - Shanghai municipality and cities in Zhejiang and 
Jiangsu Province
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In total these 12 City Clusters encompass
157 of the 287 cities which are referred to
by Chinese state statistical reporting 
bureaux. More accurately, these cities are
Prefecture Level Cities which link smaller
outlying cities, towns and districts to one
major city. For example the Prefecture
Level City of Suzhou in Jiangsu Province
comprises the seven districts of Suzhou
City and the five County Level Cities of
Changshu, Taicang, Kunshan, Wujiang
and Zhangjiagang.

Prefecture Level cities also contain 
regions of agricultural production 
and are not purely metropolitan areas. 
They also have common political status
and economic reporting processes. 
This means that the market access 
and market data for these cities is 
standardised and form a more suitable
basis for comparison rather than equating
a County Level City with a Prefecture
Level City.

For sales, a key attractiveness of City
Clusters is the ease of access to a large
population within a defined area generating
sales efficiency. The connectivity of 
different cities in a cluster has been 
developed with huge investment in road
and highway construction in recent years

and is now one of the defining 
characteristics of a cluster.

Almost the same size as Europe, with
twice the population, China should NOT
be regarded as a single national market,
but as a varied region made up of over 
30 different provinces and municipalities.
However, although it’s often said that
China is a land of regions differentiated
by local languages, foods and customs,
this is an oversimplification of the country
and doesn’t relate to the needs of 
companies. Issues relating to law, 
taxation, product quality and government
procurement are certainly national. 

However, what is more relevant to 
business is the identification of sources
of raw materials, supply chain and clients
that can be most efficiently joined
through a company’s manufacturing 
and sales bases and networks.

For companies who are able to define a
client base, either consumer or corporate,
within a City Cluster it is important to
note that marketing activity to raise client
awareness may be localised. 



Building Your Future in China - for twenty years already

Dear friends and colleagues –

The founding of SIP was inspired not only by the immense potential my colleagues and 

I saw in China, but by a motivation to create a workplace in which bright, ambitious young

professionals could learn and thrive.  

I was so fortunate as a young engineer - I had great mentors, who gave stellar advice; and

on more than one occasion, I was lucky enough to be in the right place at the right time.  

As a result, the early days of my own career were fascinating.  I wanted to create a future 

in which every one of my working days could be just as interesting - and where others too

could enjoy learning and working with me.

I believed in China's potential to grow and develop - not just as viable place for the world to

do business, but as a vibrant domestic market, spurred on by and serving its own flourishing

economy. How could this not be interesting in the long term, I thought? The opportunities

were plain to see - for foreign investors and the Chinese alike.

Simultaneously, I believed - and still believe - wholeheartedly in civil engineering's role in

making the world a safe, more sustainable, more efficient place to live and work. It was clear

to me that it would have a significant role to play in China's development.

And so SIP was founded - to build your future in China.  

We built the business on four Guiding Principles, vowing to always offer excellent 

professional service, to work in partnership with our clients, to continually strive for our own

and our team's development, and to always act in a socially responsible manner. If we could

get these things right - I was sure they could only spur on our own commercial growth and

development.

So far, the SIP journey has not just met my expectations - it has far exceeded them.  

By remaining true to our Guiding Principles, we have recruited and nurtured a fantastic 

team of professionals, who have successfully established and maintained a loyal and 

satisfied client base that any global conglomerate would be proud to call its own.  

This year, we celebrate our 20th anniversary. The time has flown by and it has been every

bit the challenge I wished for in 1993 when we first opened our doors. And the best thing of

all - our plans and ambitions for the next twenty years are more exciting than we ever dared

to dream of back then.

Thank you for helping to make it all possible –

Geoffrey Mills



SIP has been operating in China

since 1993

SIP helps its clients to complete high-quality 

construction projects in China, whilst averting

known risks and unnecessary costs.

Safety as a Priority

SIP's specialist HSE team monitors on-site 

safety standards through regular audits and site 

inspections. SIP's clients have peace of mind

thanks to the team's demand for method 

statements, safety plans and accurate records -

which all help to keep contractors compliant.

International Best Practice Standards

SIP's Project Management procedures have 

been developed over more than 20 years. They

are accredited to international ISO standards 

and follow the UK's Institution of Civil Engineers'

codes of best practice.

The 5 Stage Approach

SIP's 5-stage process is a tried and tested route

to ensuring clients' projects are delivered on time

and within budget.

Stage 0 - Planning and Due Diligence

Stage 1 - Project Definition

Stage 2 - Design and Tender Management

Stage 3 - Construction Management

Stage 4 - Project Close-Out

SIP also offers a suite of Green and Sustainable

solutions, including Green Building Certification.

Contact Us

Shanghai: +86 21 6465 0978

Beijing: +86 10 6525 1950

Tianjin: +86 22 2318 5152  
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Successful brand recognition in one City
Cluster does not automatically lead to
recognition outside that cluster. As each
of these clusters is similar in size, both by
population and land mass to the UK, this
leads to the potential of a more 
manageable market entry strategy, 
particularly for SMEs.

City Clusters therefore offer a defined 
geographical perspective of what can
otherwise be a vast and intimidating 
market. Most of the clusters are within
the constraints of a single province and
so the politically-driven economic 
direction for the cluster can be more 
easily determined. As areas of large 
population, the size of the client base for
either consumer or corporate markets
supports a sustainable business model. 

Infrastructure, physical and business
services, are well established. These 
individual clusters are areas where the
marketing of a product or service can be
launched and maintained. For all these
reasons, for companies making a market
entry and even for companies who have 
a presence in another region of China,
adopting a City Cluster perspective can
offer structure to the modelling of their
development strategy.

Contact the CBBC for help or further 
advice on the latest regional 
perspectives, or help with developing
your strategies further. 
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CHINA

The rate of urbanisation and economic growth 
together with the government-supported development
initiatives in each of China’s cities offers considerable
opportunities across all business sectors for 
British companies.



Sector-Specific Opportunities In 
Mainland China

1) AIRPORTS AND AVIATION

The largest cities with clear aims and 
objectives in the Airports and Aviation
sector include Chengdu, Hangzhou, 
Nanjing, Shenyang, Suzhou, Tangshan,
Tianjin, Weifang, Xiamen and Xi’an. 

In addition there are a further 25 regional
cities with growing aims and objectives,
including 24 with plans to complete, 
expand or build new airports.  

For the latest advice and details on any 
of these regional city opportunities in 
the Airports and Aviation sector contact 
either the CBBC or UKTI.

China is in the midst of a RMB 1.5 trillion
accelerated programme to increase the
number of airports. Between 2005 and
2010, 33 new airports were constructed,
with an equal number renovated or 
expanded, bringing the total number 
to 175. According to the Civil Aviation 
Administration of China, by 2015 China
will have over 230 airports, requiring over
4,500 aircraft and offering a capacity to
carry 450 million passengers each year.
The number of airports is projected to
continue increasing to 270 by 2020 and
300 by 2030. The next five years will 
see the greatest growth in airport 
development in China's history.

By the end of 2010, Beijing Airport had
overtaken London Heathrow as the
world's second-largest airport by 
passenger numbers. Shanghai Pudong 
is now the world's third-largest airport 
by cargo volume.

Chinese domestic air-cargo volume 
increased by 52 per cent in 2010, it is 
no surprise then that DHL, which already
operates three global hubs in Hong Kong,
Leipzig and Cincinnati, has announced a
fourth global hub to be based in 
Shanghai, covering their China and 
North Asian routes.

With many Chinese cities announcing
ambitious plans for airport expansion, a
range of opportunities are being created
for UK companies. Beginning with 
infrastructure development, there are
many requirements such as engineering
service centres, cargo and passenger-
handling technology, and training for both
crew and staff. There are also a multitude
of opportunities to supply to Chinese and
localised foreign-invested manufacturers.
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Airport groups
Under the recently announced 12th 
Five-Year Plan, China is to form five 
Airport Groups, which will act as airport
economic zones supporting air logistics
and the aviation industry in general.

The five groups are:

1) The Northern Airport Group: 
The centre of this group, and a major 
international aviation hub, is Beijing 
Capital Airport. The provinces and 
municipalities covered will be Beijing,
Hebei, Heilongjiang, Jilin, Liaoning and
Tianjin. Regional hubs will be operated
from Harbin, Shenyang, Dalian and 
Tianjin. Shijiazhuang, Taiyuan, Hohhot and
Changchun will operate as supporting
airports. Emphasis is being given to the
development of Harbin as a hub into the
North East of China and to the 
development of Mohe, Daqing, Erlianhot
and Fuyuan for the expansion of routes
into Eastern Russia.

Shenyang will finish reconstruction of 
the Taoxian airport terminal, complete a 
second runway, and open extra facilities
for cargo handling and a catering centre.
Two industrial parks are being created 
to house engineering companies and 
component manufacturers. Shijiazhuang
will build a new terminal, extend the 
runways to facilitate wide-bodied aircraft,
and construct new warehousing with 
international customs clearance.

2) The East Airport Group: 
The centre of this group, and a major 
international aviation hub, is Shanghai
Pudong Airport. The provinces covered
will be in the Yangtze River Delta 
(Shanghai, Zhejiang, Jiangsu and Anhui),

Jiangxi, Shandong and Fujian. Regional
hubs will be operated from Shanghai
Hongqiao, Hangzhou, Nanjing and 
Xiamen. Qingdao will be developed as a
gateway to and from Japan and South
Korea. Other supporting airports will be
Jinan, Fuzhou, Nanchang, Hefei and the
new airport in Jiuhuashan, currently
under construction.

Hefei will finish construction of the 
Xingiao International Airport and, as 
the provincial capital of Anhui, will begin
planning for smaller airports within the
province. Jinan will push forward with 
the expansion of its international airport 
terminal by adding better facilities for
cargo handling and passenger services. 

Nanjing will complete the second phase
of Nanjing Lukou Airport, while the 
airports of Liuhe, Daxiao and Tushan are
being redeveloped. Nanjing is encouraging
companies with technology related to
navigation control systems to establish
themselves in the area. Nantong is
speeding up the development of Xindong
Airport; due to improved road links to
Shanghai Pudong, the aim is for Nantong
to be an auxiliary passenger and cargo
airport to Shanghai.

As stated above, Qingdao will focus on
the development of links to Japan and
South Korea. To facilitate this, a new 
airport will be constructed with larger 
facilities for maintenance and 
engineering. Weihai, another Shandong
city, is expanding its existing airport to
handle international services to Hong
Kong, Japan and South Korea. Wenzhou,
Wuxi, 

By 2025, China will build TEN New York-sized cities. Forty billion square
metres of floor space will be built in five million buildings. 50,000 of these
buildings could be skyscrapers – the equivalent of ten New York Cities. 

(Source: McKinsey, “Preparing for China’s urban billion”)



Quanzhou and Yantai will all expand 
runways and new terminal buildings. 
Xiamen plans to further develop its 
position as an aircraft maintenance 
service centre for large commercial 
aircraft, encouraging new high-tech 
companies in R&D and manufacturing. 
It will also open a second international
airport.

3) The Central Airport Group: 
The centre of this group, a major 
international aviation hub, is Guangzhou
Baiyun Airport. The provinces covered
will be in the Pearl River Delta 
(Guangdong, Hunan, Guangxi, Hubei,
Henan and Hainan). Regional hubs will 
be operated from Shenzhen, Wuhan,
Zhengzhou, Changsha, Nanning and
Haikou. Sanya and Guilin will be 
developed to promote tourism in 
these regions. 

Other supporting airports will include
Bose in Guangxi Province and Hengyang 
in Hunan Province, which require 
development. Wuhan will complete the
third phase of Tianhe Airport, opening
new international and domestic services;
it will also encourage companies involved
in the development of low-altitude aircraft
to establish themselves in the city. 
Changsha and Nanning will extend 
airport facilities and open new domestic
routes to facilitate their position as 
transport hubs.

4) The Southwest Airport Group: 
The three cities of Chengdu, Chongqing
and Kunming will form the centre of this
group, with emphasis on Kunming as an
international route to Southeast Asia. The
provinces covered will be Chongqing,
Sichuan, Yunnan, Guizhou and Tibet. 

Supporting airports will include Lhasa
and Guiyang, with development required
for Tengchong in Yunnan Province and
Daocheng in Sichuan Province. Chengdu,
already a major centre of aviation 
development and manufacture, aims to
further develop R&D and manufacturing
in the city for both key components to
supply Airbus and for the aircraft 
industries. Guiyang plans to complete 
the reconstruction and expansion of
Longdongbao Airport.

5) The Northwest Airport Group: 
The two cities of Xi'an and Urumqi will
form the centre of this group, with an 
emphasis on strengthening Tianshui
(between Xi'an and Lanzhou) as an 
economic zone and supporting the 
development needs of Xinjiang Province.
Urumqi will also act as a gateway to and
from central and southern Asian countries
such as Pakistan and Kazakhstan. 
The provinces covered will be Shaanxi,
Gansu, Qinghai, Ningxia and Xinjiang.
Supporting airports will include Lanzhou,
Yinchuan and Xining. The Xinjiang 
airports of Korla in Bayingol, Kashgar,
and Shihezi all require upgrades, as 
does Yushu in Qinghai.

Xi'an will complete the construction of
the third terminal and second runway at
Xianyang Airport. This is required to meet
the expansion of direct international
flights to Europe and North America.
Urumqi will complete a fourth terminal
and second runway at Diwobao 
International Airport and start plans for 
a second airport. Lanzhou will start work
on the expansion of Zhongchuan Airport
to increase routes within China and 
international services to Japan, South
Korea and Hong Kong.
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Tianjin is the location of the first Airbus
final assembly line to operate outside 
of Europe.The production site for A320 
aircraft is a joint venture between Airbus,
Tianjin Free Trade Zone (TJFTZ) and
China Aviation Industry Corporation
(AVIC). This facility currently delivers 
four A320s a month.

Harbin Hafei Airbus Composite 
Manufacturing Centre is an eco-efficient
joint venture located in Harbin that 
will produce composite parts for the 
new-generation A350 XWB jetliner.

The Chinese supply chain includes
Shenyang Aircraft Corporation which 
produces and assembles the emergency
exit doors and manufactures fixed 
leading edges, wing interspar ribs, cargo
doors and skin plates for the A320. 
Chengdu Aircraft Corporation supplies
the rear passenger door and parts of its
nose sections. Xi'an Aircraft Company
produces electronic bay doors for the
A320 and A330/A340, as well as the fixed
trailing edges on wings for the A320 and
the brake blades and medium air ducts
for the A330/A340. Also in Xi'an, 
Hong Yuan Aviation Forging & Casting 
produces titanium forging parts to 
mount power plants on to wings. 
Guizhou Aviation Industrial Group 
produces maintenance jigs and tools 
for Airbus aircraft.

The Airbus Beijing training centre set up
in 1998 houses two full simulators, one
for the A320 and one for the A330/A340.
The centre trains maintenance engineers,
cabin crew and pilots, many of whom
come from outside China.

Also in Beijing is the Airbus customer
support centre, which stocks 
approximately 25,000 spare parts 
available for dispatch to airlines in
Asia-Pacific. In addition, more than 
20 European and American vendors 
supporting Airbus customers operate 
out of the centre, which also has a 
dedicated avionics repair workshop.

Training
The importance of training for China's
aviation industry cannot be 
underestimated. The number of skilled 
pilots, cabin crew, engineers, and experts
in communications, logistics, safety and
catering is lagging behind the growth of
the industry. Airbus and Rolls-Royce
recognised this very early on and 
established training centres with their
Chinese partners. China's first low
budget airline Spring Airlines has recently
stated that as part of their expansion of
routes to Japan and South Korea, they
will enjoy the added benefit of being able
to recruit overseas pilots. Qingdao and
Nantong are two cities which have 
specified the development of training
centres across all relevant fields within
their next Five-Year Plan.

The UK has a long history of 
implementing the highest standards
for training in the industry. These are 
talents which can be transferred to the 
developing Chinese market.



Construction and design
Terminal 3 at Beijing International 
Airport was designed by architects 
Foster+Partners and built by the 
engineering group Arup. Arup were also
involved in the design & construction of
Shenzhen Bao'an Airport.

With such a high-profile example of UK
expertise and with the number of airport
construction projects under development
in China, there are opportunities for many
more UK architectural firms and 
engineering companies to be involved 
in the development of China's airport 
expansion plan.

Supply chain
Integration into the local supply chain
provides opportunities with multinationals
such as Boeing, Airbus, Bombardier
(Shenyang) or Embraer (Harbin) or with
divisions of China's AVIC and COMAC. 
A localised presence is a factor in gaining
and maintaining sales. This can be either
through Joint Venture with a local partner
or as a Wholly Owned Foreign Enterprise.

Rolls-Royce recognises that the market
outlook for China is excellent as Chinese
airlines are forecast to double their share
of international air traffic to 16 per cent 
in the next 20 years. They already supply
all of China's major airlines including Air
China, China Eastern, China Southern,
HNA Group (Hainan), Sichuan Airlines
and Xiamen Airlines. The Trent 700 
engine, which powers the Airbus A330 is
particularly successful in China as the
fuel efficiency – whether deployed in long
or short haul routes – make it an ideal 
solution to China's increasing number 
of international and domestic routes.

A symbol of Rolls-Royce's strong 
relationship with the Chinese aviation 
industry is the training facility in Tianjin
operated by Rolls-Royce and CAAC. It
was opened in 1997 for the training of
technicians, engineers and managers.
Xian XR Aerocomponents is a high-tech
joint venture with the Xian Aero Engine
Company. XR Aerocomponents casts 
and machines turbine nozzle guide vanes
(NGV) for use in the BR710 for the 
Gulfstream V and Bombardier Global 
Express, and the BR715 for the Boeing
717, and the Tay engine powering the
Gulfstream IV and Fokker 100. Xi'an 
Aero Engine is also an approved 
classified parts supplier to Rolls-Royce.

Sichuan ChengFa Aero Science and
Technology in Chengdu is a strategic
supplier to Rolls-Royce for rings, sheet
metal and fabrications. Beijing Aero 
Lever Precision Limited produces VSV
levers for Trent, V2500 and BR700 series
engines. Shenyang Liming Aero-Engine
Group Corporation produces heat shield
rings for the BR700 series.
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Jaguar Land Rover has a strong “Customer

First” business philosophy, which takes 

customers as an integral part to the way it

does business. In China, it aims to provide

Chinese customers with the most advanced

products and cutting-edge technology. 

At the same time, it endeavours to maintain

high quality service standards consistent

with all Jaguar Land Rover operations world-

wide. Now, China has become Jaguar Land

Rover’s largest single market worldwide. 

As a trustworthy, long-term partner and

global brand, Jaguar Land Rover is deeply

committed to building a strong presence

within local communities. In July 2010, Jaguar

Land Rover established a National Sales 

Company in China headquartered in Shanghai.

In a bid to further enhance service quality

and customer experiences, the company has

been continuously investing in infrastructure

expansion: it now has 2 regional offices in

China, located in Beijing and Guangzhou. 

It is also dedicated to consolidating existing

facilities, which include 2 training academies,

3 Land Rover Experience Centres, 5 parts 

distribution centres, and operations in 3 ports

around China. A new Training Academy is also

currently under construction in Guangzhou.

As of November 2013, Jaguar Land Rover 

had appointed 242 authorized dealers across

the country, 131 of which were already in 

operation, in a bid to get closer to customers.

To better meet the demands of Chinese 

consumers, Jaguar Land Rover established 

a joint venture with Chery, which is going

smoothly and is on track towards completing

its manufacturing facility by the end of 2014.

Adhering to the two strategic objectives of

its new global CSR programme “Advancing

Knowledge” and “Improving Lives”, Jaguar

Land Rover China has initiated various CSR

programmes tailored to address the needs 

of Chinese society.

Jaguar Land Rover is a British car manufacturer built around two iconic automotive

brands: Jaguar, the producer of globally celebrated high performance vehicles, and

Land Rover, the legendary maker of the world’s luxury SUVs. In their 78-year and 

65-year histories, Jaguar and Land Rover have been renowned for their stunning design,

cutting-edge technology and breath taking performance. To date, Jaguar Land Rover 

remains the UK’s largest manufacturer of premium vehicles, selling its products in 180

countries and via 17 National Sales Companies worldwide.

Jaguar Land Rover



Sector-Specific Opportunities In 
Mainland China

2) AUTOMOTIVE SECTOR

The family car, previously the preserve of
China's wealthy minority and government
officials, is now no longer a luxury 
household item. Over the next few years,
as the Chinese government commits 
itself to increasing domestic consumption
and levels of disposable income in both
urban and rural regions, automotive sales
and the demand for after-sales services
will continue to grow at a substantial rate
across the country. China is also the
world's largest market for automotive
after-sales services, component supply,
imports of luxury marques and the 
adoption of technological innovation.

Electric vehicles (EVs)
The Chinese are investing heavily in 
electric and hybrid cars. As Western and
Japanese manufacturers and their joint
venture operations in China dominate 
the automotive sector with combustion-
engine driven cars, the country's 
domestic industry sees opportunities 
in the transition to firstly hybrid and 
eventually full electric vehicles.

ln June 2010, five cities – Shanghai,
Changchun, Shenzhen, Hangzhou and
Hefei – were established as pilot cities 
for the EV purchase subsidy. The subsidy
was set at RMB 50,000 for plug-in 
hybrids and RMB 60,000 for fully electric
vehicles. This pilot project has now been
extended to 25 cities. In Beijing, the goal
is to have 30,000 EVs on the road by the
end of 2012: 23,000 pure electric cars
and 7,000 plug-in hybrids. It is believed
that details of the 12th Five Year Plan 
related to EVs include advances in key
electric-vehicle technologies, such as
batteries, electric motors and electric
control systems, with a focus on the 
development of light pure electric 
vehicles over the next five years. 

The Plan aims to:

• Reduce production costs of batteries 
by 50 per cent

• Have one million EVs on China's roads 
by 2015

• Expand the country's annual 
production capacity of power batteries 
to 10 GW

• Establish a system standard for EVs
• Increase the number of model EV cities
to more than 70 by 2015

• Install over 2,000 charging stations and
400,000 charging bays in the model 
cities

For batteries, the Plan dictates power
battery modulation as the solution and
advocates moving towards mass 
production capability. It also establishes 
a goalpost for the development of 
whole-vehicle integration technology 
to achieve a breakthrough in the 
performance and price ratio of hybrid 
vehicles to gain greater market share.
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Another goalpost includes the innovation
of the technology support infrastructure
with advances in light electric vehicle
technology platforms and electric vehicle
standard systems, focusing on battery
recharging and replacement technology.
In addition to EV sales subsidies, cities
are subsidising construction costs for
charging stations and other elements 
of EV infrastructure.

These moves are likely to be welcomed
by Chinese auto manufacturers who have
launched EVs including BYD (HQ and
R&D facilities in Shenzhen, R&D sites in
Shanghai and two manufacturing plants
in Xi'an); Zotye (Yongkang, Zhejiang
Province) and Chery (VVuhu, Anhui Province).

Current EV sales have been hampered 
by higher sales costs compared to 
conventional cars. The sales subsidy 
programme, publicly visible infrastructure
and the rising cost in petrol are all factors
likely to help sales of EVs within the next
five years.

Although Chinese domestic companies
such as BYD are at the forefront of battery
and motor technology, there are a number
of significant areas where the UK can
support the ongoing development of the
EV market. They include the utilisation of
composite and lightweight materials; 
the development of vehicle to "X" 
communications; vehicle to grid; traffic
management/vehicle guidance; car-to-car
accident avoidance; and interactive 
entertainment and productivity systems.

Motor insurance
Motor insurance makes up almost 70 per
cent of the non-life insurance industry in
China. Regulations heavily restrict foreign
firms' activities in this area, particularly in
the compulsory third party liability insur-
ance market. Access to this segment is
expected to liberalise in the coming
years, and will open up an enormous 
potential market for firms with the 
capacity to provide such services.

The aftercare market
Chinese customers are increasingly 
focused on car care and maintenance,
leading to the expansion and 
development of the automotive 
aftermarket. This includes areas such as:
repair and maintenance equipment, parts
and components, remodelling, care and
maintenance, aftermarket electronic
products, second-hand sales, and 
training for technicians. 

Chinese domestic companies engaged 
in the automotive aftermarket, especially
in remodelling and electronic products,
are usually small scale, lacking their own 
research, core technology, technical
know-how and IPR protection. They 
are typically Overseas Equipment 
Manufacturers (OEMs) of international
brands or suppliers of low/mid-end 
products. The key players are and will
continue to be global manufacturers.
Bosch, for example, operates 855 car
service stations in China, making it the
largest independent automotive aftermarket
service network in the country.

UK companies, such as BP, have already
established a presence in China's 
automotive aftermarket, targeting in 
particular the medium and high-end 
market in car care and maintenance. 
The market remains open for more UK
companies to get involved as Chinese
consumers increasingly adopt the 
concept that vehicles need ongoing care
and maintenance, and not just repair
when they break down.

It is now common to see Chinese 
consumers turning to the types of 
products and services, known for 
superior quality at affordable prices,
which UK companies are well-positioned
to offer. Although the prices of UK 
products and services are higher than
local prices, most Chinese customers 
believe that the extra cost is justified. 
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With mass production, lower Chinese 
tariffs and lower international 
transportation costs, UK products 
will also become more affordable.

Supply chain
Shanghai and the neighbouring provinces
of Jiangsu, Zhejiang and Anhui (the
Yangtze River Delta) are the main centres
for component manufacturing within
China, accounting for 44 per cent of 
national production. Other major 
production centres include Chongqing,
Sichuan and Changchun (Liaoning
Province).

The world's auto manufacturers have a
strong presence in the Chinese market
through joint ventures with local 
companies. Many have expanding 
operations and partnerships in the cities
outside of China's traditional automotive
heartlands.

For example, VW, which has production
sites in Changchun and Dalian, has 
announced a new production plant in
Foshan and plans to build EVs in China
from 2013; GM has production in Liuzhou
(Guangxi Province), Qingdao and Yantai
and plants in Harbin and Changchun;
Peugoet-Citroen has two production
plants in Wuhan; Ford has vehicle 
assembly in Nanchang (Jiangxi Province),
engine manufacturing in Nanjing and
plans to build a new transmission plant 
in Chongqing.

Of the Japanese manufacturers, Nissan
opened a new SUV plant in Zhengzhou in
2010; Honda has assembly in Guangzhou
and Wuhan; while Toyota has plants in
Tianjin, Changchun and Guangzhou and
is opening a new R&D centre in Changsu
(Suzhou, Jiangsu Province).

There are a number of Western 
companies with strong and 
geographically expansive Chinese 
operations in the manufacture of 
components. GKN, for example, was the
first Western firm to invest in the Chinese
automotive components industry. It now
has 13 operations across the country, 
including the manufacture of drive shafts
in Chongqing and Wuhan. Similarly,
Bosch has 11 manufacturing operations
and opened its fifth R&D centre in 
Changsha in 2012.

Though approaching the market through
existing relations with foreign companies
active in China is a clear option for UK
firms, this does not inhibit approaches 
to Chinese domestic manufacturers.

Luxury imports
Alongside growth in the sales of 
domestically produced cars, the Chinese
market for imported luxury cars continues
to expand dramatically. Imports of foreign
cars nearly doubled in 2010, reaching
nearly $31 billion or 813,600 units. 
Despite very high import taxes, sales
have nevertheless exploded because 
of the prestige attached to foreign car 
ownership in China. High-end auto 
manufacturers have identified China as
their most important growth market at a
time of stalling demand elsewhere, with
the annual Shanghai Auto Show now 
occupying a central place on the 
calendars of the leading global luxury 
carmakers.
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With the typical purchaser of luxury
goods in China being much younger than
their counterparts in other countries, it
appears that the market in high-end 
foreign cars is far from maturing. 
Rolls-Royce, for example, sold 800 cars
in China in 2011 — an 800 per cent 
increase on sales of two years earlier —
and is opening new dealerships in
Chongqing, Tianjin and Wuhan.

Similarly, China is now Bentley's second
most important market outside the US,
with 13 dealerships across the country
and the Continental Flying Spur — 
costing some RMB 3-4 million — its most
popular model. Moreover, Jaguar Land
Rover wants extend its number of 
Chinese dealerships to 100, including a
new flagship store in Beijing, to meet a
growing demand that produced sales of
30,000 in 2010. Aston Martin, meanwhile,
plans to establish itself in China as a
wholly foreign-owned subsidiary in order
to develop further its in-country brand
following a 50 per cent increase in sales
in 2010.

Alongside increased sales, the growing
demand for foreign cars in China also
presents opportunities for UK companies
engaged in the aftercare market. 
Replacement parts and components,
care and maintenance services, and car
accessories and remodelling cannot 
be readily sourced from domestic 
companies. With Chinese owners keen 
to ensure they get the most from their 
investments in foreign and luxury cars,
UK firms will likely find an increasingly 
receptive market for their high-end 
aftercare products and services.



Agile and powerful; sleek and seductive; confident and instinctive: all these qualities 

are reflected in our cars. As a company, Jaguar is very much alive. We’re proud of our

role in the global and British economies - creating thousands of jobs while pursuing 

automotive excellence in the UK and around the world.

With a deep commitment to our founding principles, Jaguar will remain at the forefront 

of the luxury automotive industry for years to come.

XJ: Indulge in consummate saloon luxury driven 

by a powerful performance engine. Cutting-edge

technologies deliver effortless handling and 

exceptional ride dynamics. 

F-TYPE: Pulse-quickening, pure Jaguar sports car. Performance-enhancing technologies and fine-tuned structural

dynamics provide fine control and a breathtaking ride. 

 XF: Embodies the Jaguar philosophy of creating

beautiful, fast cars to design and defines a new 

driving experience: Sporting Luxury 

Jaguar Brand

For over 76 years we have pushed the boundaries of what is possible, inspired by our

founder, Sir William Lyons. The Jaguar DNA is instantly recognizable across our range –

there is  an unmistakable purity of line that runs through all of our models. 



All-New Range Rover:

Lighter, stronger and

more refined, it is the

world’s finest luxury

SUV and the world’s

first SUV with a light-

weight all-aluminuim

body, reducing weight and improving efficiency. It

has a clean and elegant shape which is derived from

a fresh interpretation of Range Rover design cues.

With the adoption of the latest body and chassis

technologies, the vehicle's all-terrain performance

has moved on to another level, both in the breadth

and accessibility of its off-road capability, and its 

on-road handling and refinement.

All-New Range Rover

Sport: The fastest, most

agile and responsive

Land Rover ever. The

all-new Range Rover

Sport’s high-powered

petrol and diesel 

engines deliver exceptional performance and 

driving dynamics. From its strong body lines, to its

floating roof and fast raked windscreen angle,

everything about the all-new Range Rover Sport

has been designed to another level. Finely-tuned

for a more exhilarating drive, the all-new Range

Rover Sport truly justifies the ‘S’ in SUV.

   Range Rover Evoque:

The smallest, lightest,

most fuel-efficient

Range Rover ever 

produced. With an 

engaging blend of 

dynamic handling 

and refined engineering, it’s the most sustainable

Range Rover ever. Its compact footprint and 

advanced technology deliver exciting performance

together with low fuel consumption and CO2 

emissions. 

Discovery 4:

A phenomenal 

all-rounder; comfort for

passengers, versatility

for loads and more 

useful features to 

make driving easier 

and more enjoyable. A more progressive and 

contemporary exterior give it a refined presence on

and off road. Featuring an enhanced, more tactile

interior and an innovative design maximises space

while flexible seating configurations afford room

for up to seven adults.

Freelander 2: 

The smart, practical

complement to the

modern active lifestyle.

There's superb handling

and drivability with 

true Land Rover 

capability and versatility. Reaching the highest 

levels of luxury and craftsmanship. It brings

together comfort and refinement with a 

contemporary flair for design. A go anywhere 

outlook on life that’s elegant in the city and 

capable in the country.

Defender:

The authentic and 

original Land Rover 

vehicle. The most 

respected, most 

recognised, definitive

4x4. Designed with 

brilliant simplicity for unrivalled strength and 

legendary ability, Defender has been the product of

controlled evolution since its debut in 1948. With its

modern power and refinement, today Defender is

better than ever.

Land Rover Brand

Since 1948 Land Rover has been manufacturing authentic 4x4s that represent true

breadth of capability across the model range. Defender, Freelander, Discovery, Range

Rover Sport, Range Rover and Range Rover Evoque each define the world's 4x4 sectors. 

With the brand positioning of Above and Beyond, The Land Rover brand promises 

freedom and excitement in a way no other premium auto brand can. As an Unruffled

Hero, Land Rover stands for Inner Strength, which is delivered through Capability with

Composure, providing customers with Unrivalled Confidence.



Sector-Specific Opportunities In 
Mainland China

3) THE BUILT ENVIRONMENT SECTOR

The largest regional cities with clear aims
and objectives in the Built Environment
sector include Changchun, Chengdu,
Dongguan, Hangzhou, Hefei, Nanjing,
Shenyang, Suzhou, Tangshan, Tianjin,
Wuhan and Wuxi. 

In addition there are a further 23 regional
cities with growing aims and objectives,
including 18 with sewage and water 
processing projects. 

For the latest advice and details on any 
of these regional city opportunities in the
Built Environment sector contact either
the CBBC or UKTI.

Growth across China is most noticeably
demonstrated by the huge amount of
construction cranes, that even the casual
visitor cannot help but notice. 

This building work is largely to 
accommodate the huge amount of 
people who have moved, and continue to
move, from the countryside to the cities.

China's urbanisation has constituted the
world's largest-ever human migration.
Over 200 million people have moved to
the country's cities in the last 10 years,
swelling the total number of urban 
residents to 666 million. This trend is 
set to continue, with some projections
suggesting a further 300 million will 
urbanise by 2035.

China's built environment will need 
to continue its breakneck speed of 
development to continue to 
accommodate this influx of new urban
citizens. In addition, an increasingly 
affluent class of citizens will demand 
increasingly complex solutions for the
built environment that surrounds them. 

This is going to continue to offer a wide
range of opportunities for UK companies.
UK firms have won built environment-
related business across China, and have
been well served by looking outside of
the traditional cities. UK companies have
been involved in some of China's most
famous modern buildings as well as large
numbers of lower profile projects across
China.

Building for an urban billion
The influx of people into China's cities
has pushed up the demand for housing.
Private property has become more 
common, while property has also 
become a common investment vehicle.
This, combined with rising wealth in 
regional cities, has led to a sustained
surge in the residential building market
and a rapid increase in prices. 
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Growing wealth has also led to increasing
levels of consumerism, while urbanisation
has boosted the absolute market size in
cities, leading to a boom in commercial
and mixed-use building.

However, increasing prices have 
caused concerns of a bubble, and the 
government has taken measures to try
and cool the market. Price increases, 
and the cooling efforts, have been more
marked in the major cities, but growth 
in regional cities seems to be following 
a similar course.

Another problem is that rising prices have
stretched poorer parts of society. The
government has been addressing this by
emphasising the need to build 'affordable
housing'. Hefei has announced that 10
million sqm of low-income housing will 
be built over the next five years, while
462,000 apartments will be launched as
‘low-income housing’ in Shijiazhuang. 

Both quality and quantity
Quantity is vital, and cheap building will
undoubtedly continue. However, as
wealth and experience have increased
there is a growing drive for quality 
building across many regional cities, and
this is now being incorporated into 
planning. Ordos has announced that it
will spend RMB 15 billion by 2015 to help
it become the most 'liveable city' in its 
region – attracting foreign brands like
Shangri-La and Starbucks is part of this
strategy. Similarly, Shenyang has 
declared its aim to be an “old-age
friendly” city, and will provide more 
public facilities for older people.

The preservation and incorporation of
cultural and architectural heritage is 
a part of this, and is increasing in 
importance. For example, Nantong has
pledged to “protectively develop old
urban areas and protect historic relics”,
while Changchun has earmarked RMB 
2 billion for the latter.

Low carbon development and eco-cities
Part of this quality drive will include 
devising and executing green building
projects and an increasing focus on 
eco-friendly development. Mass 
urbanisation and industrialisation have
had a large impact on the environment in
China. There are, however, an increasing
number of building solutions which can
lessen the ecological impact of the built
environment. These range from green
standards, to processes, materials, 
building management systems, 
technologies and techniques. Many of
these are areas where the UK is strong.
This is recognised in China, and there is
an eagerness to work with UK expertise
in this field.

Green spaces
This environment is central to much 
government planning in China, forming
an important part of the next Five-Year
Plan, both at central and local levels.

Many regional cities aim to be Eco-or 
Forest-Cities. Part of this drive includes
targets to increase forest coverage
across their administrative regions by
2015. They have also set ambitious 
targets for green spaces within cities.

China is the world’s largest car market. By the end of 2012 the number of
motor vehicles reached 109.4 million in China. China produced 19.3 million
in 2012, and annual sales of 30 million units are projected by 2020.



Some of these green spaces will be 
dedicated green communal areas. For 
example, Changsha aims to build over
100 community public gardens,
Yangzhou plans to build 30 parks and
Xi'an will construct more than 20 parks 
in the next five years.

Some of these targets will be met by
green spaces being incorporated into
general projects. Designers will 
increasingly need to factor this into plans
when bidding for projects. Decisions
taken by local officials may be influenced
by how the final development will affect
their targets.

Five Year Plans
Many cities have announced plans to
spend heavily on infrastructure over the
next five years. Nanjing will invest RMB
390 billion in infrastructure rebuilding and
river regulation, Baotou will invest RMB
12 billion in infrastructure projects and
Zibo will invest RMB 8.2 billion. Jinan 
intends to build 16 urban complexes 
covering 40 square kilometres of land
and Tianjin plans to develop a new
coastal area. In Changchun, RMB 
5 billion will be invested in building a
bonded zone and RMB 30 billion will 
be spent on building a central business 
district.

Green buildings
New buildings will increasingly look to 
incorporate the latest technology and
techniques in order to lessen their 
environmental impact. There have been
lots of announcements at both national
and local levels that new building will 
become increasingly green. However, the
methods and standards that will be used
are not always clear.

Energy
It's not just buildings that need to be 
developed for China to continue its
growth. Many cities are struggling 
with power shortages, and will look to 
increase their energy capacity in coming
years. Jiangmen has already announced
that more than RMB 11 billion will be 
invested in power grid construction.

Water supply and waste treatment
There are business opportunities for 
UK companies with the ability to work 
on projects to improve water supply, 
wastewater and sewage systems, and 
refuse disposal. Access to tap water will
increase across China. Xi'an, Wenzhou
and Nanchang have all announced plans
to build new waterworks plants.

Wastewater and sewage treatment will
also be improved. New water-treatment
plants are planned for Tianjin, Zibo,
Changzhou and Xi'an, while Xiamen,
Zhuhai, Wuhan, Kunming and Guiyang
will extend plants and capacity. Wenzhou
has announced plans to invest RMB 5 
billion to expand sewage treatment, while
Wuhan, Dongying, Foshan and Wuxi also
have plans for expansion.

Cities also need better refuse disposal
systems for both household and 
industrial garbage. Xiamen has 
announced plans for building plants for
the treatment of household refuse as well
as an incineration plant. Wenzhou intends
to invest RMB 2.3 billion by 2015 in 
rubbish treatment.
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Green building in Dongguan
Dongguan has made a range of 
announcements on its green building
plans and aims to build 0.5 million m² of
green buildings, convert 2.5 million m² of
existing buildings to green buildings and
make energy-conservation standards for
buildings compulsory. As well as the 
construction phase, green building also
needs to be factored into ongoing 
management and maintenance.

As a result, Dongguan intends 100 
government buildings will use monitoring
systems to ensure efficiency.

Water conservation
Water shortages are becoming a 
particular problem in the drier north. 
The Chinese government is working on 
a range of water conservation projects,
including the 'South-North Water 
Diversion Project', which will affect a
large number of regional cities. Part of 
the Middle section links central China to
Beijing. The Eastern section is largely an
upgrade to the Grand Canal, and is set 
to flow up to Tianjin, with another strand
going into Shandong.

Tourism
Another growing opportunity will be 
in tourism. Certain regional cities are 
already internationally famous as tourist
destinations such as Xi'an, home of the
Terracotta Warriors. Domestic tourism 
remains a huge business, and cities
across China are looking to promote
themselves as tourist destinations, and
require high standard facilities to attract
higher value visitors.

Harbin plans to generate 15 per cent 
of its GDP (RMB 96 billion) through
tourism by 2015. it hopes to become 
an international tourist city, and the 
government plans to invest RMB 
18 billion in related projects. Cities such
as Ordos want to attract international
hotels to promote their image as tourist
centres.

Metro and passenger rail projects
Changsha intends to open two lines in
2013 and 2014, with three more lines to
follow, with a total length of 140.3 km. 

Chengdu will add five more lines. Nanjing
is investing RMB 100 billion in building
two metro lines. Shenyang will extend 
its existing lines, and build three more. 
Suzhou will finish two lines, and 
commence building three more. Tianjin
has five lines under construction.
Wenzhou intends to spend RMB 62
billion on 77.6 kilometres of passenger
traffic rail – over the next five years 
building will begin and RMB 10 billion 
is to be invested. Wuhan will build 140 
kilometers of rail in the main city area 
to link different parts of the city. Three
passenger lines will be built in Xiamen,
totalling 85 kilometres. Urumqi will build 
a new passenger rail line, and Nanchang
will build two lines of 29km and 23km.
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Sector-Specific Opportunities In 
Mainland China

4) EDUCATION SECTOR

The education and training dimension 
of China's regional cities is important for
two reasons. First of all it offers business
opportunities for UK providers of higher,
vocational and further education, but just
as important, it provides pointers for UK
firms who are seeking business locations
with a particular education or skills 
profile.

Future outlook

Higher Education
According to the outline of China's 
National Plan for Medium and Long-term
Education Reform and Development
(2010-2020), China's higher education
sector will continue to play a key role in
China's modernisation drive. The sector
has experienced rapid expansion since
the late 1990s, resulting in China now
having the world's largest higher 
education system. But quality has not
kept pace with provision, and China is
paying greater attention to this issue 
with a view to achieving its aspiration 
of developing world-class universities.

Looking ahead, China's universities 
will place a greater emphasis on career 
development and entrepreneurship 
education and will revamp their 
post-graduate programmes to make
them more accessible and relevant to 
national needs. in particular there will 
be a focus on the practical application 
of scientific research and its rapid 
introduction into production. Research
into philosophy and social sciences,
however, will also receive attention.

Through the Higher Education 
Rejuvenation Plan for Central and 
Western Regions, there will be a stress on
the development of the higher education
sector in inland areas, and colleges in the
East will be encouraged to support their
central and western counterparts.

Project 985 and Project 211 (national 
initiatives to cultivate world-class 
institutions) will continue to play an 
important role in the building of first 
class universities, and higher education
institutions will be encouraged to 
cooperate with foreign institutions 
by opening joint research centres and 
participating in international academic 
organisations.

Vocational Education 
Vocational education is recognised by the
Chinese government as a key channel to
boost economic growth and promote 
employment. The Chinese government
plans to expand vocational education
and incorporate it into its socio-economic
development and industrial development
programmes. 
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Improvements in the quality of teaching
and the development of standards are a
priority, along with making sure, through
greater collaboration with industry, that
student learning is employment-oriented.

The government plans to legislate for 
the involvement of enterprises in, for 
example, the evaluation of teaching 
quality and the provision of occupational
training. Incentives will also be provided
to encourage enterprises and industry 
associations to invest in vocational 
education and run vocational schools.
There also will be a major drive to 
improve vocational education in rural
areas.

It is planned that graduates of vocational
schools will hold both a diploma and 
a `vocational permit' in order to be 
eligible for jobs. Graduates will also be 
encouraged and incentivised to continue
their studies whilst working.

Further or Continuing Education 
In China, further education is viewed 
as part of a life-long learning system 
for those who have completed school 
education. The current emphasis is to 
develop non-degree further education
and also expand diploma-granting 
further education.

Whilst further education for adults of
working age will be recognised and 
incentivised, there will also be an 
emphasis on the provision of further 
education for the aged as well 
as efforts to expand community 
education in urban and rural areas. 

Distance learning will also be encouraged
through television and the intemet. 
A framework will be developed to 
accommodate the accumulation and
transfer of academic credits in further 
education.

Opportunities for UK institutions 

Higher Education 
According to their municipal Five Year
Plan, emerging provincial Chinese cities
such as Tangshan, Taizhou, Dongying,
Hefei and Shaoxing are encouraging their
universities to cooperate with foreign
counterparts, whilst cities better known
for their industrial capability such as
Dongguan, Foshan and Suzhou are also
seeking to develop university education
and encourage foreign cooperation.

Nantong is trying to attract foreign 
universities to set up branches and, 
along with Tianjin, Foshan, Taizhou and
Yangzhou, is planning to boost 
post-graduate education. Dongying is
looking to attract foreign higher education
research institutions to cooperate with its
local universities. Tianjin will focus on 985
and 211 projects, while Wenzhou intends
to establish sports and foreign language
universities. Tangshan is also seeking 
private investment to develop its 
universities. Ningbo is seeking to develop
university majors in harbour logistics,
shipping/navigation and the marine 
economy.

Vocational Education 
Those cities seeking international 
cooperation in general to improve their
vocational colleges include Changsha, 
Xiamen and Hohhot, whilst a number of
cities also state specific sectors where
collaboration is sought, such as Daqing
(petrochemical and automotive 
manufacturing), Shenyang (equipment
manufacturing) and Jinan (nursing). 

Large scale developments planned 
include an 'equipment manufacturing 
vocational education pilot city' and 
occupational skills centre in Shenyang
and a 'vocational education' park in
Ordos.



Further and Adult Education  
Further education is specifically 
mentioned in the Five Year Plans of 
Hohhot, Datong and Zhongshan, whilst
adult education is mentioned in those of
Weihai, Xining, Hohhot and Zhongshan.

Market access

Higher Education  
UK universities are continuing to attract
Chinese students to the UK via direct 
recruitment, education exhibitions and
agents, but the environment remains
fiercely competitive. In the meantime,
Chinese institutions are very keen to 
form broad based partnerships with UK
universities which include not only joint
research and degree programmes (such
as 2+2), but also teacher training and the
two-way exchange of staff and students.

Joint programmes taught in China require
approval from China's Ministry of 
Education. Since many universities in 
the better known cities of Beijing and
Shanghai already have foreign links, UK
universities may experience a greater 
willingness to cooperate from institutions
in China's regional cities.

All Chinese universities are highly 
conscious of the rankings of their 
potential partners. There are signs that
some Chinese universities are willing 
to work with foreign Professional 
“Institutions” to accredit Masters, 
Bachelors and Technical level courses.

A university may establish a presence 
in China via a Representative Office or 
a Wholly Foreign Owned Enterprise
(WFOE). 

Whilst the activities of a Representative
Office are limited to liaison and business
development, a WFOE is permitted to 
engage in any revenue generating 
activities expressly included in its 
business licence. If the university wishes
to establish a Representative Office, the
subsidiary company must have been in
existence for at least two years, though
this restriction does not apply to WFOEs.
Foreign universities are also permitted to
establish joint campuses in China, though
this is a far greater commitment and 
requires approval at the highest level.

Vocational and Further Education  
Vocational education now falls in the 
encouraged category of foreign 
investment, so more partnerships with
Chinese may be expected. Opportunities
for cooperation will particularly relate to
priority sectors in regional cities, whether
this be automotive, construction, finance
or healthcare.

Vocational education in some cities is
viewed as lacking structure, quality and
relevance, so cooperation in the broad
areas of curriculum design, employer 
engagement and teacher training will be
well received. Foreign cooperation in the
vocational education sector will require
approval by either the local Education
Bureau or the Bureau of Human 
Resources & Social Security.

UK institutions wishing to cooperate 
with Chinese partners will face difficulty
receiving approval from the Chinese 
authorities unless they are included on a
list of 'accredited institutions' held by the
Chinese Embassy. 
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Currently the UK's non-HE providers
which award their own degrees or award
degrees affiliated to universities are not
included in this list (and as such do not
have their degrees recognised in China).
However, if such institutions are able to
secure a supporting letter from a UK
government department, this may be 
sufficient to secure local approval for 
a joint programme.

Conclusion

Although China's education system is 
experiencing growing pains during its
rapid expansion, the government is 
committed to ensuring that it meets the
needs of the national economy and fulfils
the aspirations of students. Foreign 
involvement is now encouraged more
than before. With a global reputation 
for excellence, UK institutions are well
placed to offer their expertise and enter
into profitable partnerships. UK firms
considering entry into China's regional
cities can also be assured that education,
skills and employability are high on the
agendas of local governments.

Between 2008 and 2013 a total of 609,000 kilometres of new roads have
been built, 42,000 of which were motorways, increasing the total length 
of motorways in service to 95,000 kilometres; and 31 airports and 602
shipping berths for 10,000-ton ships were built. 
(Source: FCO Country Update, April 2013)



Sector-Specific Opportunities In 
Mainland China

5) ENERGY SECTOR

The largest cities with clear aims and 
objectives in the Energy sector include
Baotou, Dongying, Harbin, Ordos and
Shijiazhuang. In addition there are a 
further 30 regional cities with growing
aims and objectives. 

For the latest advice and details on any 
of these regional city opportunities in the
Energy sector contact either the CBBC 
or UKTI.

Whilst daunting, the challenge of meeting
China's energy needs presents a wealth
of opportunities, particularly in meeting
demand through improved energy 
efficiency. China is the world's fastest-
growing consumer of power, and energy
demand continues to rise as the 
economy expands.

This has caused periodic power 
shortages, putting pressure on central
and local governments to make 
additional supplies of energy available 
to consumers. China produced three 
billion tonnes of coal in 2009, 50 per 
cent of the world's total, and coal is used
to generate 79 per cent of the nation's 
electricity.

China's staggering rate of growth has a
substantial impact on the environment, 
as well as putting tremendous pressure
on the global oil and natural gas markets,
raising energy prices worldwide.

China recognises that it cannot continue
to increase its energy usage at the same
rate as its economic growth. Government
plans are to cut energy consumption per
unit of economic growth by 16 per cent
and to emit 17 per cent less carbon 
dioxide emissions per unit of economic
growth. China also aims to increase the
use of non-fossil fuels from 8.3 per cent
in 2010 to 11.4 per cent by 2015 and to
raise the overall use of clean energy. 
This is part of the country's wider plan 
to reduce carbon intensity by 40 to 45
per cent by 2020 from 2005 levels. 
This government policy provides a rare
opportunity to provide powerful 
environmental improvements while 
developing a solution to an economic
problem.

Oil & gas
Oil makes up 17 per cent of China's 
energy mix. However, at present 
production levels, currently exploited 
national oil reserves will only last until
about 2025. Ninety eight per cent of total
crude distillation capacity is controlled 
by China's two oil giants, Sinopec and
PetroChina. 
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State Owned Enterprises (SOEs) 
account for 66 per cent of the well-drilling 
equipment market. Other Chinese private
SMEs make up another 19 per cent of 
the market, producing mainly individual
stand-alone equipment. Foreign 
companies account for 15 per cent 
of the market and supply advanced 
complete-set equipment. Key 
international players have established
their presence in China mostly through
partnering with Chinese companies.

Most of China's technology is focused 
on the exploitation and processing of its
domestic light crude oil. However, limited
domestic reserves have forced China to
exploit more of its heavy crude reserves
and to import increasing quantities of
heavy crude oil. This type of oil is more
difficult to recover from the ground, 
more difficult to refine, and more polluting
than light crude, thus requiring advanced 
technology from abroad. China currently
imports half the crude oil it uses and 
this is expected to rise to 65 per cent 
by 2020.

Current government policies cover 
several areas: the emphasis on the 
use of high-efficiency technologies to 
develop low-grade oil & gas resources
and improve oil recovery ratios; the 
replacement of fuel oil (light oil) with clean
coal, petroleum coke and natural gas; 
the more rapid development of coal-to-
liquids projects; the development of oil
bases and expansion of oil pipelines and
networks; and the adoption of petroleum-
saving and consolidation policies in 
the electric power, petrochemical, 
metallurgical, building material, chemical,
and transport industries.

The biggest growth area in petrochemical
refining is ethylene production. All major
Chinese producers already use ethylene
steam-cracking technology constructed
by or licensed from foreign companies.
The large SOEs are mostly interested in
acquiring patented technological

processes and technical expertise. Tianjin
has announced plans for a new ethylene
project for completion by 2015.

Lanzhou, Chengdu, Daqing, Urumqi and
Hohhot are all existing centres of onshore
oil drilling, with plans for increased output
and technological development. Typical
energy-saving technologies in demand
are likely to include: optimised operation
technologies to water filling systems;
comprehensive energy-saving 
technologies for oil and gas-enclosed
collection and transmission; and 
recovery and reutilisation technologies 
for discharged natural gas.

Natural gas makes up almost 4 per cent
of China's total energy consumption. 
This is growing rapidly due to increases in 
demand from the chemicals industry and
household use. The 12th Five-Year Plan
implies that natural gas consumption will
rise to 8.3 per cent or 260bcm by 2015.

The cities of Changsha, Changchun,
Chengdu, Dongying, Zhuhai, Daqing,
Weifang, Urumqi and Hohhot all have
plans for further gas exploration and
technological upgrades within the next
five years. The cities of Dongguan,
Hangzhou, Harbin, Jinan, Suzhou, Tianjin,
Wenzhou and Xi'an each have plans for
improved local storage and distribution.

As China imports approximately 20 per
cent of its gas supplies as Liquefied 
Natural Gas (LNG), major port facilities
are required for handling, storage and
processing. The Dagushan LNG project 
in Dalian and the Jiufeng LNG project in
Dongguan began production in the third
quarter of 2011, and Dongying and
Ningbo have stated that they will develop
new port facilities by 2015.

China has over 20 trillion m³ of shale gas
reserves. Development of the country's
inland shale gas is a promising market. 



The regions identified for exploitation 
are Sichuan (Chengdu), Inner Mongolia
(Ordos), Heilongjiang, Jilin, Liaoning,
Hubei, Xinjiang, Guizhou and Shandong
(Dongying), although many are hampered
by poor logistics or scarce water 
resources. PetroChina aims to produce
500 million m³ of shale gas by 2015, while
Sinopec intends to have combined 
production capacity of 2.5 billion m³ of
shale gas and coalbed methane gas by
the end of that year.

Clean & renewable energy
Within just a few years, China has
emerged as a global leader standing 
at the centre of almost every clean and 
renewable energy market. It is an area
which relevant UK investors or 
companies cannot ignore. Propelled 
by China's economic expansion and 
ambitious policies, these markets have
grown swiftly. For example, by the end 
of 2010, China had become the world's
largest investor in clean energy, at 
RMB 354 (£35 billion), and had installed
44.7 OW of wind power. The 12th 
Five-Year Plan and other policies will 
propel further expansion in coming years.

Solar
China plans to boost solar capacity 
20-fold by 2020, from 800 MW in 2010 to
more than 20 GW. Capacity will increase
to 10 GW within the next Five-Year Plan,
including more development in western
China, with technologies beyond the
crystalline silicon (c-Si PV) solutions the
country has favoured so far. China is
home to four of the worlds ten largest
manufacturers of solar panels by volume
(Trina Solar (Changzhou), Yingli, Suntech
(Wuxi) and JA Solar) and is the global
leader in this area. Within its city 
Five-Year Plan, 

Changsha emphasises its intention to 
develop solar panel manufacturing.

The first provinces to develop large-scale
grid-connected projects, using primarily
domestically produced crystalline silicon
PV panels, will be Xinjiang, Gansu, Inner
Mongolia, Qinghai, Ningxia and Shaanxi.
As technology and power-generation
costs decline, it is likely that China will 
install a mix of solar technologies to
achieve its 2015 and 2020 solar-power
generation targets. Many cities have 
specific solar-power initiatives, including
the installation of solar panels on the
roofs of business park buildings, such as:
Changchun, Changsha, Chengdu, Hefei,
Jinan, Nanjing, Ningbo, Shenyang,
Suzhou, Tangshan, Weifang, Wuhan,
Wuxi and Changzhou.

Offshore Wind
China's offshore wind market only began
in 2009 with the construction of the
Donghai Bridge Wind Farm near Ningbo,
but government targets call for swift
growth to 30 GW by 2020. Offshore wind
capital costs in China are projected to be
at least double onshore costs, resulting in
the bids for four new developments not
being high enough to continue. These
projects may be subsequently awarded
higher tariffs by the government to 
ensure profitable operation, just as with
early onshore wind farms. For foreign 
equipment and service providers, the
market may be favourable, but due to
pricing constraints there may be limited
opportunities for overseas turbine 
manufacturers.
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Onshore Wind
Although China is both one of the 
world's leading wind-power generators
and one of the fastest installers of new
wind-generating capacity, the amount 
of energy it generates from this method 
is tiny compared with that from coal 
or hydro. Even by 2020, wind power 
generation will not be a major energy
source. China has recently announced
the scrapping of subsidies to power 
generators who use domestic parts 
at the expense of imports.

Beijing-based Longyuan Power Group 
is the country's largest wind-power
equipment manufacturer and wind-farm
developer, with existing farms in Xinjiang
(Urumqi), Gansu, Inner Mongolia 
(Baotou), Hebei, Liaoning (Shenyang),
Jilin, Fleilongjiang and Fujian. Other 
companies have developed wind farms 
in Yantai, Nantong and Daqing, and there
are plans for development in Quanzhou,
Wuxi, VVeifang, Tangshan, Nanjing and
Jinan. Charigzhou, Wuhan, Suzhou and
Ningbo all have plans to develop and
manufacture wind-power equipment.
LM Wind Power, a world leader in rotors,
has its China headquarters in Beijing and
operations in Tianjin, Urumqi and 
Qinhuangdao. Vestas, which also has its
Chinese headquarters in Beijing, has six
factories in Tianjin and another three
plants in Jiangsu and Inner Mongolia.

Biofuels
China expects biofuels to meet 15 per
cent of its transportation energy needs by
2020, with a call for a combined ethanol
and biodiesel output of 12 million tonnes.
Ethanol output is currently around four
million tonnes, and biodiesel some two
million tonnes. Currently, more than 
75 per cent of China's ethanol output is
sourced from corn, with the remainder
coming from wheat and sorghum.
Guildford-based TMO Renewables has
signed deals with two Chinese state 
firms to develop pilot plants producing
cellulosic ethanol. The aim is to use a

process using enzymes to break down
cassava crop waste to produce cellulosic,
or second-generation biofuel, an alternative
transport fuel meant to be more efficient
than biofuels made from corn.

Geothermal Power
According to the Ministry of Land and
Resources, geothermal power is 
expected to provide 1.7 per cent of
China's total energy requirement by 2015.
China began utilising geothermal energy
in the 1970s, with the first power station
in Tibet. The industry has been held back
due to the high capital investment 
requirements, the geographical spread 
of hotspots and technological immaturity.
ln 2011, China began exploration of 
shallow-lying hotspots in 29 provincial
capital cities, including Shijiazhuang,
Shenyang, Changsha and Zhengzhou.

Biomass
Since biomass energy is renewable, clean
and environmentally friendly, and derived
from organic raw materials like animals,
plants and microorganisms as well as
their discharges and wastes, it is an ideal
solution for China's rural farmers, it is
also convenient to store and transport
and is abundant in supply, particularly in
the eastern regions of China, which are
distant from the major coal-producing
areas. Cities identified as having strong
local government support for the 
development of biomass energy include:
Changchun, Changsha, Daqing, Hefei,
Jinan, Ningbo, Tianjin, Wuhan, Nanning,
Quanzhou and Zhongshan.

Hydro Power
China envisages hydro power as the
most important source of renewable 
energy in the foreseeable future. 
It aims to have 300 GW of hydro power 
generation installed by 2020, utilising 
75 per cent of the nation's hydro power
potential. Expansion beyond this is 
unlikely to be commercially viable.



Smart grid
China's ambitious plan to invest RMB
3.45 trillion to build a strong and smart
grid by 2020 ensures that it will be one 
of the world's largest smart-grid markets.
Many regional cities have announced 
upgrade plans in this area. Ambitious 
renewable energy and energy-efficiency
targets, as well as growth projections 
for electricity demand, require a more 
advanced grid than exists today. State
Grid, the world's largest utility and
provider of 80 per cent of China's 
electricity, released its Smart Grid Plan in
2009, providing a roadmap through 2020
that ensures the country will remain one
of the world's largest smart-grid markets. 

Smart-grid solution providers face 
difficult market conditions, where low-
cost solutions and strong relationships
with local grid companies define success.
Nearly all completed wind farms are now
connected to the grid. The problem has
shifted to excess intermittent supply. New
UHV power lines will partially address the
problem by shifting power elsewhere; by
2015, China will invest RMB 500 billion 
to construct 40,000 kilometres of UHV
transmission lines. Management and
forecasting tools that maintain grid 
stability are also needed, such as active
and reactive power-flow control and 
low-voltage ride-through (LVRT) 
technology.

Plans to install 500 million low-cost 
Automatic Meter Readers (AMR) before
2015 will lead to a requirement for 
more sophisticated Advanced Meter 
Infrastructure (AMI) meters to be installed
within the same period. China's meter
market is restricted to a handful of 
already-present players. 

Grid companies rely on suppliers with low
prices, a quality track record, local after-
sale customer service, and relationships
with internal grid company departments.

Coal
Coal makes up 79 per cent of China's 
energy mix. In addition to coal-fired
power generation, coal is critical to the
development of China's metallurgical,
building materials (cement) and chemical
industries, as well as residential use.
The vast majority of coal mining 
equipment used in China is produced 
domestically. Chinese companies are 
developing the capacity to manufacture
high-tech mining equipment, such as
super-power electric haulage shearers,
hydraulic support systems, and 
armoured face conveyers. Nevertheless,
most of the mining equipment produced
in China still remains behind that of 
other countries with respect to mining 
efficiency, equipment quality, 
environmental protection of mines, 
and safety.

Few regional cities include coal mining or
coal fired power stations as a priority
within the next five years, China will still
need to continue to invest heavily in coal 
production and power generation. Likely
areas of investment will be development
of new mines, improvement of coal mine
safety, clean coal processing technology,
coal conversion technology and coal 
bed methane capture. Cities that have
stated developments in the coal sector
include Weifang and Wuhan which 
are promoting clean coal processing,
Urumqi to adopt methane capture, 
and Changsha, Tangshan, Hohhot and 
Datong which plan to develop new mines
and expand production.
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Sector-Specific Opportunities In 
Mainland China

6) HEALTHCARE SECTOR

The largest regional cities with clear aims
and objectives in the Healthcare sector
include Chengdu, Harbin, Nanjing,
Shenyang, Tianjin, Wuhan and Xi’an. 

In addition there are a further 28 regional
cities with growing aims and objectives,
including 17 with major hospital build
plans. 

For the latest advice and details on any 
of these regional city opportunities in the
Healthcare sector contact either the
CBBC or UKTI.

In the context of urbanisation, a rapidly
ageing population and an ominous rise 
in cases of non-communicable diseases
(such as obesity and cardiac and 
pulmonary conditions), there is growing
awareness in China of the need to 
improve and modernise the existing
healthcare system. 

The Chinese government has identified
improving the quality of healthcare 
services and the harnessing of new 
technology as key priorities going 
forwards. The aim is to dramatically 
improve healthcare service quality and,
importantly, to adopt new technologies
that will enable virtual healthcare services
to overcome service disparities.

Accordingly, $124 billion was earmarked
for investment in 2011 and hundreds of
billions of dollars budgeted up to 2020.
The aim is to achieve universal healthcare
coverage by 2020, as well as to establish
an extensive network of major hospitals
and village clinics and to prioritise the 
development of primary care and 
preventative healthcare systems.

The Chinese healthcare market is
currently estimated to be worth RMB 1.5
trillion, a figure that McKinsey & Co 
predicts could exceed RMB 4 trillion per
annum within 10 years. China is moving
forward with its universal healthcare 
coverage plan, intending to reduce the
portion of medical fees shouldered by 
individuals to below 30 per cent of total
national health expenditure by 2015.

Design, construction and 
management of healthcare facilities
Increasing the number and quality of 
facilities will underpin many of the other
developments that China hopes to make
in the provision of healthcare. Thousands
of new hospitals have already been built
under a huge investment programme,
and this construction activity, as well as
the rebuilding and refurbishment of large
numbers of existing facilities, will 
continue. 
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As well as architecture, design and 
construction, these projects will also 
include supply-chain opportunities in
pharmaceuticals, medical equipment, 
e-health, ICT, diagnostics, training and 
facilities management. In addition to 
public facilities, the involvement of 
private healthcare providers is also being 
encouraged by the government. There
are already a large number of these,
though they are generally smaller in size.

Whereas joint ventures were previously
mandatory for entry into this sector, 
since 2011 wholly owned foreign-owned 
medical facilities have begun to enter the
market. Foreign investment in this area 
is being specifically encouraged in the
central and western areas of China.

E-health
Investment in healthcare IT has boomed
in China over recent years. Spending is
expected to continue to rise as it is still 
a comparatively low percentage of 
operating revenues when compared 
to developed markets. Seventy three 
per cent of spending has been within 
hospitals themselves. Much future
spending will be directed at establishing
Regional Healthcare Information 
Networks (RHIN). These will be data 
centres and telecommunications 
networks designed to share data and
clinical services among geographically
dispersed communities.

As well as driving efficiency, e-health is
seen as a way to bridge the geographic
divide in the quality of healthcare 
provision across China. However, e-health
spending has been predominantly made
in the wealthier eastern provinces. 
Rural spending on healthcare IT has 
been minimal.

Most systems purchased are administrative.
Only the most sophisticated hospitals
have systems which include clinical 
diagnosis, decision support and 
electronic patient records.

Purchasing decisions are decentralised,
and many systems lack standardisation
and interoperability, thus increasing
costs. The exception is the facilities 
of the People's Liberation Army, which
have a unified technological approach 
for many IT platforms and services.
Competition is fragmented particularly 
as spending decisions are localised and
at the discretion of individual hospitals.
The vast majority of Chinese firms 
working in e-health are small.

While big budgets for healthcare IT 
systems are in the pipeline, there is 
reason to exercise caution. Poor 
investments have been made in the 
past and inexperience in procurement
continues to pose risks. There is also
concern as to whether the available 
products are suitable for the needs 
of the healthcare industry.

Despite this, IT in clinical services 
and hospital management is bound 
to increase. Digital medical records 
will become more widespread; 
standardisation and integration are 
likely in the medium term; and regional
healthcare information networks will 
become increasingly important. 
Moreover, procurement and 
implementation procedures will improve,
and consultants in IT planning and 
implementation will have a greater role.

Between 1985 and 2010, 70 per cent of the world population who had
been lifted out of poverty were Chinese. Without China, the global poor
population would have risen by 58 million. 

(Source: FCO Country Update, April 2013)



Medical equipment
China is now the world's third-largest
market for medical equipment. Sales
reached $14.7 billion in 2009 and are 
estimated to grow a further 12 per cent 
in 2010-2014. For 2011 alone, Espicom
estimates market growth was in the 
region of 13.6 per cent, one of the 
highest rates in the world. However, 
for an overseas manufactured device 
to be sold in China, foreign companies
must go through a rigorous registration
process which can be time consuming
and costly.

In addition, local Chinese medical 
equipment manufacturers are growing
fast and investing significant amounts 
to develop their business and increase
their market share nationally (and 
internationally).

Despite increased local competition,
there are still opportunities for overseas
manufacturers of medical equipment 
because of their advanced technology
and a preference for foreign products
among hospitals and patients. There is
evidence that Chinese consumers trust
Western brands over domestic ones and
are willing to pay more for them – this
perceived 'brand value' can be exploited.

Training
The refurbishment of existing healthcare
facilities and the on-going construction 
of new ones have led to increased 
demand for the training and recruitment
of hospital staff. These include upgrading
skills, new medical practices and 
techniques, training in the use of new
equipment, hospital management
processes and good healthcare practice.

This presents opportunities for the
delivery of training programmes locally, 
in the UK and on-line.

Unlike in the West, many hospital 
administrative staff in China also have
medical qualifications, but the Ministry 
of Health has recognized it is important 
to have professionals that have specific,
formal skills in health management. As a
result, short-term training centres have
been set up in many cities.

In addition, the Chinese Ministry of Health
wishes to establish educational partner-
ships between UK and Chinese nursing
schools. The aim of such partnerships
will be to develop the Chinese nursing
curriculum through the training of nurse
trainers who will deliver it; to develop
short courses for head nurses in China;
and, potentially, to send a cohort of 
middle-ranking nurses to the UK to 
complete nursing qualifications.

Health insurance
The need to expand healthcare coverage
and quality is creating increasing 
opportunities for private health insurance
providers. Premium healthcare has 
become a big business and has 
become part of the general boom in 
the consumption of luxury goods and 
services once unavailable in China.
Although private insurance still accounts
for only a very small amount of total
healthcare spending, this is not an 
insignificant figure considering the size 
of the Chinese market. Spending on 
private insurance continues to grow
steadily in absolute terms.
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At the other end of the market, the 
government has announced a rural 
co-operative medical insurance 
programme. Under this, new participants
are set to receive a premium of no less
than RMB 300, an increase of RMB
144.70 from 2010. Poorer patients with
severe medical conditions will be 
reimbursed at least 90 per cent of their
medical expenses.

Opportunities are growing for companies
operating as policy providers and as
third-party administrators. Health 
insurance firms are also working 
increasingly closely with hospitals on
payment systems.

Pharmaceutical and R&D
China is one of the world's fastest-
growing markets for the sale of 
pharmaceutical drugs and for investment
in medical research and development.
There exists considerable potential in 
the market to develop cost-effective drug
treatments and to sell pharmaceutical
products.

UK pharmaceutical firms are already 
active in China and ambitious 
programmes have been launched into 
researching some of the world's most
widespread and serious diseases, 
including those, such as gastric and liver
cancer, that are increasingly common 
in Asia. Investment in R&D has been
strongly encouraged by the Chinese 
government and this, along with the 
rapidly increasing size of the domestic
market, makes China an attractive site 
for overseas investment.

Having an in-market presence gives firms
the opportunity to develop close links
with hospitals and other institutions 
conducting clinical research and, of
course, to better sell their products and
services. 

As competition from both international
and domestic companies intensifies, 
having established relationships with
local firms and hospitals, and a presence
on the ground to maintain these 
relationships and offer after-sales 
support, will become increasingly 
important.

Market access
Although considerable opportunities
exist, there remain significant regulatory
barriers for companies looking to enter
the Chinese healthcare sector. Intellectual
property protection is improving, but 
remains a concern.

In its recent report on public procurement
in China, the EU Chamber of Commerce
in China (EUCCC) cited the following
main challenges for overseas suppliers 
in the medical equipment sector:

• Increasingly sub-central level bidding
• Evaluation criteria: few advance details
given to bidders and over-emphasis on
lowest price

• Pricing controls
• No access to evaluation reports
• Unsatisfactory appeals processes

Although there is no doubt that the life
sciences market in China is a complex
one, it is important to not forget the 
central importance given by the 
government to the reform and 
modernisation of the sector. 

This high-level support means there will
be significant opportunities for UK 
companies that possess experience and
expertise. As with all aspects of doing
business in China, careful strategic 
planning, sensible allocation of time and
resources and a commitment to the long
term is crucial to future success.   







Sector-Specific Opportunities In 
Mainland China

7) RAIL SECTOR

The largest regional cities with clear aims
and objectives in the Rail sector include
Changchun, Changsha, Chengdu, Dalian,
Nanjing, Qingdao, Tianjin, Wuhan and
Zhengzhou. 

In addition there are a further 26 regional
cities with growing aims and objectives,
including 22 with major rail developments
(metro, light-rail, rail). 

For the latest advice and details on any 
of these regional city opportunities in 
the Rail sector contact either the CBBC
or UKTI.

China is one of the world's fastest-
growing rail markets and railway 
transport is of great importance to its
economic success. Rail is paramount 
to China's performance in trade and
commerce, being the mode of transport
for 56 per cent of all the country's freight. 

Some 3.7 billion tonnes of goods were
delivered by rail in 2010, a 9.3 per cent
increase on 2009. Rail also accounts for a
third of China's total passenger transport,
with 1.7 billion passengers using its vast
railway network in 2010, a 10 per cent
increase on 2009. Over the 40-day period
of Chinese New Year in 2011, 5.7 million
passengers travelled on the rail network
each day.

In recent years, the Chinese government
has invested heavily in railway 
infrastructure. Actual accumulative Fixed
Asset Investment (FAI) in rail for 2010
reached RMB 834 billion, of which RMB
709 billion was directed to infrastructure
(an increase of 19 per cent on 2009.) 

The Ministry of Rail announced that
China's railway sector will continue to 
receive high levels of investment, 
following which a further RMB 600 billion
was set aside for 2011.

By 2012, 26,000 kilometres of new 
railway was completed and in operation,
with over 9,000 kilometres designated
passenger lines.

China is also one of the world's 
fastest-growing developers of urban rail
(including metro and light-rail transit). 
Ten Chinese cities currently have 
combinations of urban rail, with a total
length of nearly 900 kilometres. The State
Council has approved new urban rail 
construction and expansion in 25 cities 
to a total length of 2,500 kilometres by
2015. The total length of light-rail transit
alone is expected to reach 5,000 
kilometres by 2020.
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China's railway planning and regulatory
framework should be viewed as operating
in two tiers. The main lines connecting
cities and provinces are primarily under
the management of the Ministry of 
Railways and its subordinate regional 
bureaux. Each regional bureau (or 
group of companies) is responsible 
for infrastructure investment, the 
development and purchase of rail 
equipment and the operation of services
under the authority of the central Ministry.
The second tier are the local railway 
networks developed and managed by 
regional governments (provincial and 
municipal), and these are typically metro
and light-rail transfer systems.

China Railway Group Ltd (CRG) is the
world's second-largest infrastructure
company and delivers most of China's
railway infrastructure projects. Ninety five
per cent of the country's modern railway,
10 per cent of its roads and over 60 per
cent of its urban light-rail projects were
either built by CRG or one of its 40-plus
subsidiaries. These are based in the most
important regional rail transport hubs, 
including Beijing, Tianjin, Shanghai,
Zhengzhou, Wuhan, Harbin, Shenyang,
Jinan, Guangzhou, Chongqing, Chengdu,
Xi'an and Lanzhou. These are also cities
where the Ministry of Railways has 
bureaux.

There are currently two major players 
in China's railway equipment and rolling-
stock manufacturing sector. In 2000,
China Railway Rolling Stock Industries
was divided, generally based on 
geography, into two competing groups,
China Northern Rail (CNR) and China
Southern Rail (CSR).

CNR's subsidiaries are based in Beijing
(HQ), Qiqihar, Harbin, Changchun,
Shenyang, Dalian, Tangshan, Tianjin, 
Datong, Taiyuan and Qingdao. CSR's
subsidiaries are based in Beijing (HQ),
Qingdao, Shijiazhuang, Luoyang,
Zhuzhou, Nanjing, Chengdu and Hong
Kong. Both CNR and CSR are involved 
in the manufacture and development of
locomotives, rolling stock, high-speed 
rail and light-rail transit systems. Foreign
companies, such as Bombardier,
Siemens and Kawasaki Heavy Industries,
primarily operate in joint ventures with
subsidiaries, partners and contractors to
CRG (for infrastructure), CNR and CSR.

High-speed rail
China's ambition to build faster railways
began in the early 1990s. In 1997, the
Ministry of Railways began a series of six
"Speed Up" campaigns which increased
the average speed of many of the 
country's passenger and freight lines.
However, the development of China Rail
High-Speed Rail (CRH) really took off in
2003 when the State Council approved
the Ministry of Railways "Medium to
Long-Term Railway Network Plan" for
railway expansion. This called for a
34,000 kilometre expansion of the 
national rail network to 120,000 km by
2020.

The total expansion, costing RMB 
5 trillion, includes plans to construct 
a 16,000km high-speed passenger rail 
network. There will be four north-south
and four east-west main lines and an 
additional 19 inter-city CRH lines with 
a top speed of 250-350 kilometres per
hour.



The Beijing-Shanghai High Speed 
Railway is a landmark project in CRH 
history. Built over just 31 months 
between 2008 and 2011, the 1,318 
kilometre line is currently China's single
most expensive project, costing RMB 221
billion. The railway opened in July 2011,
operating at two speeds: 200 kilometres
per hour and 300 kilometres per hour. At
the higher speed, the railway has reduced
the journey time between China's political
and economic capitals to less than five
hours.

It's worth noting that the operating
speeds have been reduced and ticket
prices have been increased from the 
original plans. The reason for this is 
believed to reflect the impact that 
city-city CRH has on air traffic. Since
CRH has become available, air passenger
numbers have been impacted on the
Chengdu-Chongqing and Wuhan-Nanjing
routes.

Given that it already has the world's
largest high-speed rail network, China 
is well on track to realise its ambitions 
in this area. It completed a network of
13,000 kilometres by the end of 2011
with another 12 lines built, and by 2012,
the new network connected most major
cities in eastern and central China, as
well as strategic cities in western regions,
including Kunming, Chongqing, Chengdu
and Xi'an. The network is expected to
continue to grow by as much as threefold
in the next 10-20 years.

The rapid development of the CRH 
network will bring a number of long-term
benefits, despite the high cost of 
construction. 

The new CRH passenger lines will vastly
increase China's capacity of rail freight;
provide an economic and energy-efficient
alternative to air and road travel; greatly
integrate most of the country's medium
and large-sized urban centres; and 
further enhance consumer markets and
trade across its regions. For instance,
most of the major cities in China, 
including Beijing, Shanghai, Guangzhou,
Shenzhen, Chongqing and Chengdu will
have four-hour connections to Central
China's transport hub of Wuhan by 2012.
This is driving airports and air carriers to
reposition their service, with a greater
emphasis on international destinations.

LRT and metro
The Chinese urban rail market is 
developing rapidly. Ten cities have 
already built various metro systems,
comprising over 4,000 engine and 
carriage units. More than 30 cities 
have put forward plans for urban rail 
development, while 28 cities have already
started projects of extension or new
build. RMB 200 billion will be invested 
by 2015 and a further RMB 600 billion 
by 2020.

By 2015, China will become the world's
largest urban rail market, with over 2,500
kilometres of track and over 9,000 units.
Examples of LRT projects in development
for completion by 2015 include: Chengdu
(two new lines, three extensions); Harbin
(two new lines); Jinan (50 kilometres LRT);
Nanjing (six lines); Ningbo (two new
lines); Shenyang (four new lines, one 
extension); Tianjin (Seven new lines, five
extensions); Wuhan (two new lines); and
Xi'an (three lines).
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Opportunities
There are significant opportunities for 
UK companies to participate and partner
with Chinese service providers in 
construction, design and engineering
consultancy for station new-build and 
upgrade projects. Shenyang, Tianjin,
Qingdao, Nanjing, Hefei and Wuhan are
amongst the many regional cities which
have major new stations and upgrading
projects planned for the next few years.
ln the railway engineering sector, most 
of the projects and opportunities are not
directly open to foreign companies. 
However, there are existing UK and 
international companies supplying and
partnering with various subsidiaries 
of CRG, CNR and CSR in areas of 
signalling, locomotive design, electronic
systems and provision of turnkey 
engineering solutions.

China is also increasingly seeking 
opportunities in international markets,
particularly in developing countries. CNR
Changchun, for example, has won the
contract awarded by the Rio de Janeiro
government to supply 30 EMUs (Electric
Multiple Units) worth $165 million as part
of Brazil's infrastructure improvement
projects ahead of the World Cup and
Olympic Games in 2014 and 2016.
Chinese railway companies have the 
appetite to work with UK capability in
overseas projects – not just in developing
economies, but in markets across the
globe.

Operating in China's centralised railways
sector could be challenging, even 
though there are only a few state-owned 
companies. Navigating your way through
the planning and decision-making
process, identifying the break-in point 

in the supply chain and building 
partnerships all takes time. The Ministry
of Railways has not yet fully adopted 
international practices in many areas, 
including certification, independent 
verification and validation, and risk and
safety management. To participate in
projects may require matched funding 
of multi-lateral foreign loans, and foreign
companies may have to set up joint 
ventures as manufacturing or R&D 
centres in order to satisfy market-entry
requirements. 

China’s investment in clean energy in 2012 was $67.7 billion, the highest 
in the world. This accounts for 29 per cent of total global investment in
clean energy in 2012.



Sector-Specific Opportunities In 
Mainland China

8) RETAIL SECTOR

Domestic consumption drives growth
China's domestic consumption will be 
robust and grow rapidly in the next five 
to ten years. Key contributing factors 
include rapid urbanisation, continuous 
reform in the social welfare system and
concerted government efforts to 
promote domestic consumption.

Since the global financial crisis, China 
is increasingly rebalancing its economy,
reducing its dependency on exports and
investment and increasing domestic 
consumption as a percentage of GDP. 

China's private consumption currently
only accounts for 37 per cent of GDP,
much lower than any of the world's major
economies. However, the average annual
growth of consumption was 6.9 per cent
between 1998 and 2006, the highest rate
globally. There is clearly extensive room
for China to boost its domestic 
consumption significantly.

Chinese household disposable income is
set to rise with the country's continuous
industrialisation and urbanisation, and a
number of measures were set out in the
12th Five-Year Plan to increase house-
hold income and spending. A number 
of provinces recently raised minimum
wages and it is widely anticipated that
the threshold of personal income tax 
will soon be increased.

The government's fiscal spending on 
social securities increased at an average
rate of 13.5 per cent (RMB 249.1 billion,
290.6 billion and 318.5 billion) between
2008 and 2010 and there are continuous
reforms to improve the provision of 
pensions, healthcare and education,
which stabilises and further stimulates
domestic consumption.

Dynamic retail sector
In PwC's Annual Global CEO Survey 
(December 2010), China is viewed as 
the most important growth market 
among retail CEOs. Thirty three per cent
of retail CEOs are looking to China for 
sales growth, while 44 per cent see it as 
important for their future sourcing needs.
The size of China's retail market was
some RMB 6.8 trillion by 2009. 

It expanded by 200 per cent between
2002 and 2009, equivalent to an average
annual growth rate of over 17 per cent.
The retail market is expected to grow 
by about 45 per cent between 2010 and
2014, to reach a total value of over 
RMB 10.8 trillion.

Chinese consumers, particularly the
growing middle class, are trading up 
and growing in sophistication. 
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They are becoming more and more brand
and quality-conscious, increasingly 
aspire to a Western lifestyle and are less 
price-sensitive than before, spending
more on luxury goods.

UK brand owners and exporters have
much to offer China's large, diverse and
expanding retail market, although they
should beware of regulatory challenges 
in this highly competitive sector.

Regional focus
A significant characteristic of China's 
retail sector is that instead of being 
a national market, it is rather a highly 
fragmented and complex series of 
regional markets, providing opportunities
for a variety of players to become local
market leaders.

A number of key sectors in China have 
industry leaders enjoying concentrated
market shares. For example, the top three
players (G3) in the telecommunications
sector have a 97 per cent share of the
market; the 'G10' in automotive have a 66
per cent share; while the 'G5' in banking
occupy almost half of the national 
market. By contrast, the top 50 players in
China's retail sector share only 5 per cent
of the national market.

In the supermarket sub-sector, Shanghai
Bailian, the largest player, has only 11 per
cent of the market and has barely ventured
outside its home region. None of the 
domestic and international players have
a significant national market penetration,
but rather have regional strongholds 
instead. Tesco, with over 30 per cent of
the UK retail market (over 2,700 stores),
only has some 2 per cent of the Chinese
market with 105 stores, the majority of
which are in the coastal provinces.

When devising strategies for market 
entry and development, companies 
must take into account China's regional 
complexities and set a clear regional
focus.

Luxury market
China's wealthy households have
reached a critical mass. By the end 
of 2009, 875,000 individuals enjoyed 
personal wealth of more than RMB 
10 million (£1 million) while 55,000 had
more than RMB 100 million (£10 million).
Forty eight per cent of these high-net-
worth individuals live in the first-tier cities
of Beijing. Shanghai and Guangdong
Province, and they are typically male 
and in their late 30s.

There is also a flourishing middle class
which is likely to see its income rise. Not
only will such individuals continue to save
heavily, but they are also increasingly 
willing to spend more. China's middle-
class population reached 104 million 
by 2011. Although there are varying 
definitions of "middle class" they all tend
to reflect households with an income 
of at least $10,000 per annum, and 
represent people who are home and 
car owners, take holidays, and are more
aware of international brands and trends.

These increasingly affluent Chinese 
consumers have a very positive attitude
towards luxury goods as symbols of
good taste, success, wealth and social
status.

95 per cent of China’s population now have health insurance (significantly
higher than in the US). Just 20 years ago less than 30 per cent of the 
population were insured. 

(Source: FCO Country Update, April 2013)



The global luxury goods industry is 
forecast to grow at a rate of 8 per 
cent (value $267 billion). Much of that 
projection is a result of surging demand
in emerging markets, particularly the
boom in China, whose luxury sector 
grew at 25 per cent in 2011, making it the
strongest market worldwide. The industry
is expected to reach RMB 180 billion 
($27 billion) by 2015 and by then China
will account for over one-fifth of global
sales, overtaking Japan as the world's
largest luxury goods market.

The world's super brands are taking 
the opportunity to expand in China's
booming luxury goods market. Louis 
Vuitton now has 36 stores in 29 cities
across mainland China, compared to
stores in just 10 cities in 2005. Gucci has
expanded even faster, growing from six
stores in 2006 to 39 stores by 2010. 
Hermes quadrupled its stores from five in
2005 to 21 by the end of 2012. Vivienne
Westwood, Alexander McQueen and 
Mulberry are amongst a number of 
UK fashion labels who have recently 
established a presence in Beijing. 

However, some are now beginning to
experience a growing gap between 
consumer spending in major urban 
centres like Shanghai and Beijing, and 
in secondary cities where luxury brands
are still a novelty, and so are considering 
renovating or enlarging existing stores
rather than opening more. Rolls-Royce
reported an 800 per cent sales growth 
in China for 2010, surpassing many 
expectations. It expanded its dealerships
and showrooms from eight to 11 cities
(with new showrooms in Chongqing,
Tianjin and Wuhan) and Chinese sales
grew by 33 per cent in 2011. 

This made China Rolls-Royce's second-
largest market after the US, and – 
following the opening in April 2013 of 
its largest dealership in the world, in
Shenyang, spanning 12,916 ft² – it is 
expected to overtake the US by 2014.

Retailers have to choose the optimum
moment to venture into regions and
urban centres – not too early so that there
is no market appetite for the products,
but not too late so that you lose first-
mover advantage. With an increasing
number of players in the market, there is
intensified competition over prime retail
locations, such as larger units or those
stores with street-facing facades.

The first-tier cities of Beijing and 
Shanghai stand out as the largest and
most sophisticated market segment for
luxury retail. ln addition to Beijing and
Shanghai, the cities of Tianjin,
Chongqing, Shenzhen, Guangzhou,
Dongguan, Foshan, Hangzhou, Nanjing
and Wenzhou are all recognised centres
for luxury brands based on sales volume
and market presence.

Emphasising the impact of regional 
effects both in market size and consumer
trends it is interesting to note that Cartier's
store in Chengdu was reportedly their
number one in the world in terms of sales
in 2007, ahead of even Paris, New York
and Tokyo. Opportunities also exist in
smaller Chinese cities. Ordos, a city of 2
million inhabitants in resource-rich inner-
Mongolia, has China's highest GDP per
capita at $25,239 (2011). Although the 
retail footprint is relatively small, it is fast
growing, with huge interest from brand
owners and retail developers.
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Retail services
Not only are there huge direct opportunities
for UK brand owners and retailers in
China, there is also great potential for 
UK companies to provide services to 
the country's retail sector.

To meet increased demand, there is
growing investment in new logistic and
storage facilities, modern management
systems backed with relevant 
technologies and other aspects of a 
developed retail system. Urban regions
away from China's coastline, lower-tier
cities and townships will see higher rates
of growth and higher propensity of retail
spending. Networks of chain stores,
shopping malls and streets have emerged
in and outside of China's regional cities,
and new innovative forms of retail outlets
are flourishing.

The UK has particular strengths in areas
such as architectural consultancy, retail
management, product design and 
development, marketing and the 
disciplines of branding and advertising. 

Chinese global companies and brands
are also emerging rapidly. Many of 
these firms, such as Lenovo, Li-Ning 
and Media, already highly successful 
in their home market, will venture out 
internationally, including to the UK and
the rest of the EU. A number of sizeable
UK advertising agencies are very well 
established in first-tier cities in China, 
initially following international clients 
but increasingly servicing Chinese 
companies.

Online retail and e-commerce
China's online retail market is a relatively
new phenomenon as a viable means of
trading. With the number of internet users
at least 500 million, the country's online
retail market has, in recent years, been
doubling in size on an annual basis, and
continues to show a rapid pace of
growth.

In 2004-2010, the total online sales 
market, including Consumer-to-
Consumer, grew by a compound annual
growth rate of 95.9 per cent. This 
compares to 87.4 per cent for Business-
to-Consumer (B2C) over the same period.
However, B2C has now accelerated to
become the fastest-growing segment 
of total internet transactions volume.

Consumers are not only using the internet
as one of the most important sources of
retail information (particularly for luxury
goods), but are also being driven to 
online retailers that have earned a 
reputation for customer service and trust-
worthiness. For traditional retail 
companies, online sales are creating 
new marketing channels, helping them 
to access regions of China they have not 
yet managed to cover without the need 
to invest in physical presence or 
distribution networks.

Online-only retailers are also emerging 
in China, creating strong competition 
for traditional retailers in accessing
investment and negotiating with the 
supply chain where their established 
online retail expertise and technologies
are hugely valuable.

Between 2008 and 2013 a total of 19,700 kilometres of new rail lines have
been built, including 8,951 kilometres of new high-speed railways. 

(Source: FCO Country Update, April 2013))



A key issue for online retail is the 
availability of logistic and delivery 
infrastructure and services, as well as
weaker financial services for transaction
and settlement. China also lacks 
experience in policing the online 
market place against foul play, fraud 
and counterfeiting.

Gaining market entry
Whist global retail companies can 
meet operation costs to strengthen 
brand awareness and market presence 
in China, independent brands and 
companies of smaller scale may find 
setting up a sales distribution network 
or formal presence in China challenging.

Though there might be a strong demand
from Chinese customers, it often takes
months to incorporate a Foreign-Invested
Commercial Enterprise (FICE) to enable
foreign invested companies operating in
wholesale, retail or franchising sectors.
Registration, certification and testing for
imported products can be a bureaucratic
process. The costs of partnering with
major retailers (such as in mid to 
high-end shopping malls) are high.

There may be additional tax burdens 
for consumer goods under certain 
categories, such as jewellery, cosmetics,
luxury watches and tobacco. It is also 
difficult for a foreign brand owner with
China based manufacturing partner/
facility to sell products in China directly
unless they have also applied for the 
appropriate licenses and are not 
established as a processing company.
Products manufactured for export 
markets still require to be "re-imported"
even though the goods are physically 
in market.

The compounded tax and duties, 
combined with high operation costs 
for consumer brands in China results 
in the retail price for imported goods 
(particularly for luxury goods) becoming
significantly higher than the same 
product purchased in other markets.

The issue of high transaction cost in 
retail trading has been noted by the 
Chinese authorities, and the Ministry 
of Commerce (MOFCOM) recently 
announced that they are investigating 
reducing tax and bureaucracies for locally
manufactured foreign branded products
to be retailed in China to encourage 
domestic consumption.
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CHINA

UKTI’s High Value Opportunities
programme is focusing on a 
number of priority areas in 
key sectors in mainland 
China, including healthcare, 
transportation, energy and 
sustainable urban development.

These areas present significant
opportunities for UK companies
in China, and are linked closely to
the priorities in the five-year plan.

The programme aims to identify 
a pipeline of major projects in
each of these areas and provide
targeted support that will help UK
companies identify opportunities
and win business. 
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The High Value Opportunities 
(HVO) programme

UKTI’s High Value Opportunities 
programme is focusing on a number 
of priority areas in key sectors in 
mainland China, including healthcare, 
transportation, energy and sustainable
urban development. These areas 
present significant opportunities for 
UK companies in China, and are linked
closely to the priorities in the five-year
plan. The programme aims to identify 
a pipeline of major projects in each of
these areas and provide targeted support
that will help UK companies identify 
opportunities and win business.
www.ukti.gov.uk/uktihome/item/219720

1) HEALTHCARE
China - Healthcare Sector Expansion
(HVO CHN-14)

As part of its 12th Five year plan, which
commenced in April 2011, China has 
allocated an RMB 850 billion stimulus
package to facilitate the restructuring of
its healthcare sector. This will offer a wide
range of significant opportunities for UK
companies.

The plan’s scope includes massive 
hospital and clinic construction, 

investment in R&D, expanded medical 
insurance and the potential for the 
introduction of new approaches to 
primary healthcare.

A total of over £3 billion worth of projects
have been identified. China’s fiscal 
stimulus package, for example, contains
50 healthcare projects valued at some 
£2 billion. 

They include construction and/or 
renovation of 30 general hospitals at
provincial level and within second tier
cities, relocation of blood-banks and 
the establishment of research centres 
for specific diseases.

The percentage of these figures that will
be available to UK industry remains hard
to estimate. However, UKTI is developing
a strategic approach to these 
opportunities that will provide systematic
support to UK businesses engaged in 
the sector. This will include, information
updates, inward and outward missions,
political support and research services –
in conjunction with their delivery Partners
CBBC (China Britain Business Council).
More generally, there will be wider 
opportunities for further UK/China 
collaboration in healthcare arising out 
of China’s Healthcare Reform Plan, 
announced in 2009 which runs until 2020.

Some of these opportunities will come
from the pharmaceutical and medical 
devices industry, where the Chinese 
government is promoting indigenous 
innovation under the Mega Drug 
Development Programme that forms 
part of the 12th Five-Year plan. Chinese
industry is, therefore, coming under acute
pressure to bring new products in to the 
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development pipeline for later stage 
R&D and commercialisation. This offers 
partnership opportunities for UK 
businesses, working with Chinese 
counterparts, to jointly carry out the 
research and deliver products to market. 

IPR remains an issue facing all foreign
(and increasingly domestic) companies
but with the right support and advice
from both UKTI and specialist lawyers
these risks can be managed.

Further details on specific opportunities
around this project will be provided as
they become available. In the meantime,
UK businesses interested in this project
are encouraged to register their interest
at: www.ukti.gov.uk/export

2) ENERGY
New Energy; £470 billion National New
Energy Plan (HVO CHN-20)

UKTI is focusing on civil nuclear, wind,
and smart grid developments. The value
of the spending plan in these areas is 
estimated at RMB 3.5 trillion (£329 billion)
from 2011-2020. China’s policies for new
energy stem from concerns over future
energy security, as well as environmental
pressures.

The result is that policies and funding 
are being coordinated on the sector – 
including a ten-year (2011-2020) RMB 5
billion (£470 billion) Chinese government
plan for new energy development from
2011-2020, covering seven sub sectors
(wind, solar, nuclear, biomass, hydro,
clean coal and smart grid).

UKTI’s focus is on three areas where 
the UK has the best capability match:
civil nuclear, wind, and smart grid 

developments. The total value of the
spending plan in these areas is estimated
at RMB 3.5 trillion (£329 billion) over ten
years.

Further details on specific opportunities
will be provided as they become 
available. In the meantime, UK businesses
interested in this project are encouraged
to register their interest at: www.ukti.gov.uk  

3) URBAN DEVELOPMENT AND 
INFRASTRUCTURE
Chongqing-Liangiiang New Development
Areas (HVO CHN-49)

A new economic development zone in
China presents opportunities for UK 
companies in a range of sectors.
Chongqing, with a population of over 
32 million people, and a key city for the
strategy to develop western China, 
inaugurated the new economic 
development zone, Liangjiang on 18 June
2010. The zone is the 3rd State-level 
development zone in China after
Shanghai Pudong and Tianjin Binhai.

The zone covers an area of 1200 square
kilometres. The total value of investment
is estimated to be around 700 billion
RMB (£61 billion). Detail of the spending
plans have not yet been confirmed, but
are being investigated at government-to-
government level. Identified projects so
far include Bio Regional's one planet
community and Two Rivers Technologies'
(TRT) low carbon industrial zone. Other
major infrastructure projects in the
pipeline include airport and port 
expansion.

China has the highest total number of internet users in the world, with 
564 million users, over 42 per cent of the population (as of December
2012) – 420 million of these are mobile internet users. 

(Source: FCO Country Update, April 2013)



The central government’s development
strategy for the zone has five key themes:

1.   Status of a pilot zone for balanced 
urban rural development.

2.   Chongqing aims to attract advanced 
manufacturing and service sectors

3.   Centre for innovative financial 
services

4.   Science and technology pilot base

5.   An experimental zone for policy 
development (eg regulations, 
standards, incentives etc).

Sectors of development include 
automotive (incl. low carbon), IT and
white goods industry, modern logistics 
industry, data processing and cloud 
computing (to be largest data processing
base in Asia), new industries (incl. new
energy), rail transport and manufacturing,
aerospace (incl. light aircraft & 
helicopters), and life sciences including
pharmaceuticals.

Other opportunities in the zone include:
  
* ICT: TRNZ is keen to attract Jaguar
Land Rover to set up a manufacturing
unit in the Zone. TRNZ would like 
companies such as BT to set up off shore
data processing and cloud computing
centres.

* Aerospace: As mentioned above,
Chongqing is keen to be the centre for
helicopter production in China.

* New Energy: Wind and wave power 
industries are well established in
Chongqing. Local companies are also
keen to source wind and wave power
technology from the UK.

* New Materials: TRNZ would like to 
organise workshops and events in the 
UK and Chongqing targeting SMEs that
have capabilities in new materials such
as carbon fibre and super conductive
materials.

* Infrastructure: Design, planning, 
sustainable development/technologies.
Further details on specific opportunities
around this project will be provided as
they become available. In the meantime,
UK businesses interested in this project
are encouraged to register their interest
at www.ukti.gov.uk/export/countries/asia-
pacific/fareast/china/businessopportunity

New Beijing Airport (HVO CHN-50)
The building of a new airport in Beijing
will present a number of opportunities for
UK companies over the next few years.

The new Beijing airport is one of the key
airport projects under China’s 12th 
Five-Year Plan (and under the national 
airport development plan), and on 
completion it will be the biggest airport 
in the world. The first phase, with is the
current focus of the HVO project review,
will result in capacity for up to 45 million
passengers a year. It is estimated that the
total investment will be over RMB 100 
billion (£9.9 billion) by 2017 (the original
schedule was for Phase 1 completion 
by 2015, but this has been delayed).
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Based on the tendering documents for
the design of the terminal, there are three
phases of development planned:

• Near-term – with an annual passenger 
handling capacity of 45 million by 
operation in 2017;

• Mid-term – with an annual passenger 
handling capacity of 72 million by 
operation in 2025;

• Long-term – building scheme for the 
passenger terminal which can satisfy 
the annual passenger handling 
capacity of 100 million passengers 
(no specific year indicated, although 
a figure of 120 million has been 
reported).

As for the runway planning, there are four
runways planned for the near term (no
specific year indicated, but assumed to
align with the 2017 capacity target) and
three additional runways for the long term
(no specific year indicated, but assumed
to be from 2017 to beyond 2025. Some
media reports suggest that there will
eventually be nine runways in all, but this
is unconfirmed).

Capital Airports Holding Company
(CAHC, a state-owned company under
the Civil Aviation Administration of China,
CAAC) is planning to implement the 
Beijing New Airport Construction Project
and has invited public bidding for the
building design of the Beijing New Airport
Passenger Terminal, and has set up the
Beijing New Airport Construction 
Headquarters to manage the process.
Seven joint ventures groups have 
pre-qualified, of which three are UK.
(CAHC is also a stakeholder or owner 
of a number of other airports, including
Chongqing Jiangbei airport, which is a

project under the Chongqing Liangjiang
HVO. Chongqing Airport Group is a
CAHC group member.)

All these joint ventures presented their
designs to a panel in Beijing on 20 
December 2011. Since then no further
announcement or updates have been 
released. 

Although not specifically part of the
above HVO, China Southern Airlines Co.
Ltd will also invest RMB 30 billion 
(£2.9 billion) to build the China Southern
Airlines Beijing Aviation Industry City at
the southern part of Beijing, where the
airport is to be located. It will include 
the operations base of China Southern
Airlines, services for the airport, as well
as a variety of aviation supply-chain 
businesses.

UK companies have been successful 
in architectural design, engineering, 
and supply chain activities in the airport 
sector in China, and there are close 
working relationships with the China 
Aviation Administration of China. Project
access will be via tender (Civil Aviation
Engineering Consulting Company or
China “CAEC” – a member of CAHC
group – is the appointed bidding agent 
for the terminal), joint ventures, and 
prime contractor relationships.

Further details on specific opportunities
around this project will be provided as
they become available. In the meantime,
UK businesses interested in this project
are encouraged to register their interest
at: www.ukti.gov.uk/export/countries

Chongqing’s total volume of exports and imports reached $25 billion in the
first half of 2012, up 170 per cent year-on-year, the largest figure among all
of the country’s provinces and municipalities. 

(Source: China Daily)







CHINA

Given China’s sheer size, 
complex and changing business
environment, as well as culture
and language barriers, it is not 
an easy market to enter and exit
with a quick win. To succeed in
China requires careful business 
planning and execution. 



E
S
TA
B
LI
S
H
IN
G
 T
H
E
 R
IG
H
T
 P
R
E
S
E
N
C
E

93www.China.DoingBusinessGuide.co.uk







Establishing The Right Presence

Given China’s sheer size, complex and
changing business environment, as well
as culture and language barriers, it is not
an easy market to enter and exit with a
quick win. To succeed in China requires
careful business planning and execution.
Foreign companies need to take time 
to build up their business network and 
credentials and to demonstrate their
commitment. Often this requires some
sort of presence in the marketplace,
whether directly through your own 
business operation, or indirectly, working
through a strategic partnership such as
an agent or distributor.

Agents and distributors
An agent is a company’s direct 
representative in a market and is paid
commission, while a distributor sells
products on to customers after buying
them from the manufacturer – their 
income comes from the profits they 
make on the difference.

Market entry through working with an
agent or distributor can have several 
advantages, such as reducing time and
costs to market entry as well as gaining
the local knowledge and network of the
agent.

However, there are some drawbacks to
this approach. Employing a third party 
results in an additional cost to your 
products and you may also lose some
control and visibility over sales/ 
marketing. It also has implications for 
intellectual property rights protection, 
increasing the risk of your product being
copied or counterfeited. Given the above
considerations, companies need to select
agents and distributors carefully.

Some of the frequently asked questions
are in the following checklist – you should
also conduct due diligence to verify this
information:

Background
• Company size, history and ownership 
(private or state owned)

• Quality and quantity of the sales force
• Customer feedback and trade/bank 
references

Distribution channels
• Regional coverage
• Types of outlets covered and 
frequency of calling

• Transportation and warehousing 
facilities

Are they right for you?
• Does the agent/distributor have a 
genuine interest in representing your 
product?

• Can they benefit from actively 
promoting your interests (is it a 
win-win)?

• Do they also represent any competing 
companies/products?

• Can you communicate effectively 
with your counterpart?

Once a working relationship is 
established, the agent/ distributor need
to be managed actively; this may be
achieved by the following:

• Visiting as regularly as is practicable 
at a senior management level – this 
shows interest in, and commitment to, 
the agent and the market. This will also
provide you with an opportunity to 
learn about conditions in the market 
and see how your products are faring.
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• Working closely with the agent to show
them how they can profit from your 
products.

• Helping to prepare marketing and sales
plans for the agent.

• Provide regular training for the sales 
staff and after-sales training for the 
technical staff in the UK.

• Linking performance to incentives and 
agreeing milestone targets.

Establishing a permanent presence
Although it is possible to be represented
through agents or distributors, many 
foreign companies progress to the 
establishment of a permanent presence
in China, as their experience and 
confidence grow. Having a permanent
presence in-market can provide several
possible benefits, including:

• Market presence – showing commitment.
• Cutting out the “middle man” – direct 
access to the end customer/supplier.

• Direct control over corporate strategy 
and activities.

• Enables trading in local currency and 
eases the conduct of business 
transactions.

• Fulfils a legal requirement to have a 
permanent presence (relevant in 
certain business activities and sectors).

There are a number of structures that
allow foreign invested enterprises (FIEs)
to conduct various business activities.
These include representative offices, 
joint ventures, wholly foreign-owned 
enterprises, and foreign invested 
commercial enterprises. Each of these
structures has unique advantages, 
restrictions and drawbacks, and it is 
essential to choose the option best suited
to your business aims.

The rules and regulations regarding 
foreign direct investment and FIEs have
evolved gradually since China began
opening up to foreign business activities.
Since China’s accession to the World
Trade Organisation there have been a
number of amendments to regulations,
easing market entry for international
companies across a range of sectors.

Companies that desire a permanent 
presence have to set up operations as 
an appropriate legal entity, depending 
on the intended business scope, and 
be compliant with Chinese legal and tax 
requirements. It is usually more difficult 
to alter a business structure once a legal
entity is incorporated or established, so 
it is vitally important to seek professional
advice on your investment structure 
during the early stages of planning. 
You must fully understand your intended 
business activities in China (for the 
short and long term), whether they are 
practicable, any legal and sector barriers
to entry, and in turn what the suitable 
vehicle is for you.

UK Trade & Investment and the 
China-Britain Business Council can offer
dedicated one-to-one consulting and 
incorporation services to assist UK 
companies establishing various kinds 
of permanent presence in China. Please
contact one of their offices for more 
details – see the “Contacts” section of
this guide.

There are over 270 cities in China with a population of over one million. 

(Source: UKTI/CBBC)



Representative offices
Representative offices are often the first
step taken by foreign companies when
establishing a permanent presence in
China. They provide a vehicle through
which the foreign investor can undertake
activities such as market research, 
customer liaison and support. 

Representative offices can also organise
business visits from company 
headquarters, which can make the 
obtaining of business visas for visitors
much easier. Public relations work and
local administration are also permitted.

However, a representative office cannot
conduct sales activities. This means they
cannot sign contracts, receive income, or
issue invoices and business tax receipts.

Joint Ventures
A joint venture (JV) is an organisation
jointly owned by one or several Chinese
and foreign partners. A JV can be formed
by way of equity contribution, where
ownership, risk and profit are shared
based on each party’s monetary 
contribution. Alternatively, a JV can also
be incorporated with liabilities and profit
distribution being decided by contractual
agreement.

Joint ventures may be beneficial in a
number of ways. A good local partner
may contribute market knowledge and
strong marketing and distribution chan-
nels, and they may help reduce the costs
and risk of market entry. In certain re-
stricted sectors, such as automotive and
insurance, forming a JV with a Chinese
company is still the only permitted route
for establishing a permanent presence 
in China.

Establishing a presence through the
CBBC Launchpad scheme
Under current regulations foreign 
companies are unable to employ Chinese
staff legally unless the company is 
registered in China. CBBC’s Launchpad
Scheme enables UK companies to 
establish a presence in China by having 
a local CBBC project manager based in
one of CBBC’s offices, working 
exclusively on their behalf. The scheme is
a fast and cost-effective way of enabling
companies to try out the China market
before committing to a permanent 
presence.

More details of this service can be found
on the CBBC website: www.cbbc.org
The challenge of establishing and running
a successful joint venture is finding 
and nurturing the right partnership. 

Partners have to overcome issues 
such as mismatched expectations and 
differences in business culture and 
practices. The ability to maintain effective 
communication, and control where 
necessary, is also crucial. It is essential
that you carry out corporate and financial
due diligence before you sign up to any
partnership. Companies should also plan
an exit strategy. Like a marriage, it is 
better to have a pre-nuptial agreement
than a messy divorce.

Foreign Invested Partnerships (FIP)
On 1st March 2010, rules came into 
effect allowing foreign individuals or 
organisations to participate in partnership
enterprises, offering a further alternative
to representative offices, joint ventures,
wholly foreign-owned enterprises or 
foreign-invested commercial enterprises.
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FIPs allow for partnerships between 
two or more foreign parties (with all 
organisations or individuals being from
outside China), or a combination of 
foreign and Chinese organisations or 
individuals. FIPs also allow for foreign
partners to join an existing partnership
set up wholly by Chinese partners 
(including the transfer of a partnership
stake to a foreign entrant). Investment
capital can be in foreign currency or in
RMB. It is essential that the liabilities 
of all partners are carefully addressed 
before entering into the partnership.

FIPs do not need to be registered 
through the Ministry of Commerce, 
they only require registration through 
the Administration for Industry and 
Commerce. However, businesses in 
certain sectors will need to comply with
other specific regulations when applying
for registration. FIPs are bound by
China’s industrial policies regarding 
foreign investment, and are only 
permitted if the Catalogue for the 
Guidance of Foreign Invested Industries
allows 100 per cent foreign ownership. 
In some restricted sectors JVs are the
mandatory vehicle for investment, 
and FIPs will not be allowed.

Wholly foreign-owned enterprises
(WFOE)
A wholly foreign-owned enterprise
(WFOE) is a company incorporated in
China that is 100 per cent owned by a
foreign organisation(s). Where permitted,
WFOEs are now a popular option for 
foreign businesses, as it gives the 
investor complete control over their 
business entity as well as enjoying the 
full profit from its operation. 

Generally, WFOEs also give greater 
protection to the investor’s intellectual
property rights, compared to a joint 
venture.

WFOEs are the appropriate structure 
for companies whose main activities 

in China are to manufacture and sell 
products, or provide services such as
R&D or business consultancy. A WFOE
allows the foreign investor to issue 
invoices and receive revenues in RMB
(the Chinese currency) that can then be
converted and repatriated out of China.

Foreign-invested commercial 
enterprises (FICE)
Since 2004, foreign-invested enterprises
have been allowed to engage in business
activities such as wholesale, retail, 
logistic services, agency services, 
franchising and direct importing and 
exporting. To achieve this, new and 
existing investors can apply to
incorporate a business entity under 
a special category of foreign-owned 
enterprise, known as a “foreign invested
commercial enterprise” (FICE).

Incorporating in China
In the UK, incorporating a company 
takes a few days, whereas establishing a
permanent presence in China, whether a
WFOE, a FICE or even a representative
office, may take a few months and 
involves a complex process through
which the foreign investor will obtain 
the various required approvals. It is 
likely that the foreign company will 
require professional support on various
aspects of business incorporation, 
including tax planning, legal advice 
and project management. 

In some regions in China, foreign 
companies are required to use a 
government certified “Filing Agent” 
to handle the application process.

CBBC provides detailed guidance on 
various issues regarding business 
incorporation in China and offers a 
managed incorporation service. There 
are also many professional services 
firms in the private sector that can help
with this process.



CHINA

Whether buying, selling or 
investing, whether dealing in
physical products or knowledge,
it is important to be aware of the
complexities and risks. None are
insurmountable, but they do 
require time and resources.
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Getting Started

The Chinese market can be more complex
for uninitiated companies than other 
international markets. The challenges of 
a huge market with a different business
culture and language are compounded 
by a controlled currency and relative
newness of international trading in 
modern China.

Whether buying, selling or investing,
whether dealing in physical products or
knowledge, it is important to be aware 
of the complexities and risks. None are
insurmountable, but they do require time
and resources.

The main points are covered below, and
there is a wealth of information on both
the UK Trade & Investment and China-
Britain Business Council websites:
www.ukti.gov.uk and www.cbbc.org.

Market Access
Before attempting to enter the Chinese
market it is important to identify whether
the market is open to you and whether
restrictions apply. Certain sectors, for 
example military, are subject to UK 
controls and these can be identified from
the “UK Strategic Export Control Lists”.

The Chinese Government classifies the
market for foreign investment or entry
into three categories: encouraged, 
restricted and prohibited. The ability 
of a foreign company to operate in 
China varies in line with these, so in 
some sectors it is possible to set up a
100 per cent foreign-owned company,
but in others entry is possible only
through a local partner, and in some 
it is not possible at all. 

With some professions, for example legal,
it is possible to enter the market, but 
operation is severely restricted.

It is important to understand your 
freedom to enter the market. Refer to the
official “Catalogue for the Guidance of
Foreign Investment Industries”, published
by the Chinese Ministry of Commerce
(MOFCOM), and seek advice from UKTI,
CBBC or professional services 
companies.

Certification and Standards
All overseas products imported into
China are checked and certified by 
the domestic and overseas arm of 
the General Administration of Quality 
Supervision, Inspection and Quarantine
of the People’s Republic of China
(AQSIQ). Two agencies of AQSIQ, 
the Certification and Accreditation 
Administration of the People’s Republic
of China (CNCA) and the Standardisation
Administration of China (SAC) are 
responsible for certification and 
standardisation in China.

Generally, but not exclusively, Chinese
standards match ISO, ANSI or BS/EN.
When importing into China, Chinese 
standards take precedence over foreign
standards, so it is essential that your
products adhere to the applicable 
Chinese laws, regulations, standards 
and certification requirements.

Chinese standards are divided into
Mandatory Standards and Voluntary
Standards. Mandatory Standards are
those concerning the protection of
human health, personal property and
safety and those enforced by laws and
administrative regulations. 
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Standards that fall outside the above 
criteria are known as Voluntary 
Standards. Certain market sectors, such
as medical products and food, require
extensive registration (and possibly 
testing) and certification. Here it is 
important to seek advice from UKTI 
or CBBC.

The China Compulsory Certificate 
(CCC) is a compulsory quality and 
safety mark that is required for a range 
of manufactured goods before they can 
be exported to or sold in China. CCC 
certification is required for a wide range
of products that could impact on 
human life and health, animals, plants, 
environmental protection and national 
security. Goods imported into China that
require the CCC mark and do not have 
it may be held at the border by Chinese
Customs and may be subject to other
penalties. Both the CNCA and the 
SAC have English language websites 
providing comprehensive information 
on certification and standardisation:
www.cnca.gov.cn/cnc and
www.sac.gov.cn

Legal System
China has created what is officially
termed a “socialist legal system with 
Chinese characteristics”. Technically, the
legal system is based on both statutory
law and custom. The National People’s
Congress (or its Standing Committee) 
enacts national laws while the State
Council (effectively the Chinese 
government’s cabinet) implements and
enforces administrative regulations 
and rules nationwide.

The ministries under the State Council
put into effect specific national 

administrative regulations and rules and
can be authorised to issue interpretative
implementing rules. Provincial 
representative bodies known as people’s
congresses may also enact local rules
and regulations where these are not 
contradictory to laws, regulations and
policies enacted at the national level.

In addition, the Supreme People’s Court
issues judicial interpretations from time to
time, which all lower courts are required
to follow in adjudicating cases. Apart
from this, there is no general system of
precedent followed in China’s courts.
After a period of intensive statutory 
development over the past 20 years,
China now has a relatively complete
basic legal system in place.

Management, Control and 
Quality Assurance 
With the challenges of distance, language
and culture, many UK companies are
tempted to take a “hands-off” approach
to transactions and operations in China.
In fact, these challenges increase the
need for proactive engagement. 
A “hands-off” approach allows problems
to develop, often to the point where they
become major issues.

Once a business presence has been
achieved, companies often report 
numerous obstacles to successfully 
implementing their business plan, 
including factors such as protracted 
lead times from suppliers, supply chain
management and quality control issues,
administrative delays which result in
longer lead times for client organisations,



the management of risk, problems 
with obtaining finance, banking system 
inefficiencies, and infrastructure 
deficiencies.

There is no simple solution, and successful
UK companies use a variety of techniques.
These can include extensive travelling by
UK personnel, a controlling or liaison
presence in China (such as using CBBC
Launchpad), or providing extensive 
training and good management of 
Chinese staff. It is important not to allow
milestones to slip by, whether these are
attending a board meeting in a joint 
venture or arranging a quality audit at 
a supplier.

Sourcing products from China, especially
from a supplier inexperienced in dealing
with foreign companies, requires 
particular attention to detail. 

Specifications are sometimes not 
understood and need to be very clearly
explained and agreed, and a quality 
management system needs to be agreed
and put in place with the Chinese 
company. Many consultancies will offer 
to undertake all or part (e.g. the quality
management aspects) of this process on
your behalf. A list of consultants can be
found on the CBBC’s China Business
Services Directory at www.cbbc.org.

Due Diligence
The vast majority of problems that foreign
companies encounter when engaging in
business transactions in China could
have been avoided by carrying out some
due diligence at the start of proceedings.
Undertaking market research and due
diligence prior to entering into any formal
dealings with Chinese companies is 
essential. 

However, this may be much harder to do
in China’s regional cities, where market
and firm-related information is likely to 
be less readily available than in China’s
more advanced cities, and about which 
knowledge and experience in the foreign
firm will need to be accrued over time.

There are different levels of due diligence
that are appropriate for different 
situations. If your sole interest is in 
exporting, the best proof of a Chinese
company’s ability to pay is whether it is
able to raise a letter of credit from the
bank. If so, you do not need to check the
company’s financial standing as the bank
will have already done so. At the end of
2008 China’s credit database contained
the personal records of 640 million 
individuals and 14.47 million companies
and is the largest credit information pool
in the world. The database includes loan,
credit card use, insurance and bill 
payment information of individuals and
companies and is used by financial 
institutions in China to make personal
credit checks on loan applicants and
carry out due diligence on registered
Chinese companies.

One simple piece of due diligence 
you can conduct is to get a copy of a 
company’s business licence which will
tell you the following:

• The legal representative of the company
• The name and address of the company
• The amount of registered capital which
is also its limited liability

• The type of company
• The business scope
• The date it was established and the 
period of its business licence
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You should check that the information
contained in the business licence
matches what you already know and if it
doesn’t then find out why. If you want to
verify the information externally you can
do so through the State Administration of
Industry and Commerce (SAIC). The local
AIC bureau is the Chinese equivalent 
of the UK’s “Companies House”. All 
companies in China are legally required
to register with their AIC bureau at the
municipal level to obtain their business 
licence.

You will have more security if you know
who the legally responsible person is, 
so find out who you are dealing with. 
If problems occur, it will be much 
easier to address issues with the legally 
responsible person, rather than a middle
man, who may go missing when 
problems arise.

The shareholders of the company are 
responsible for that amount of liability
listed as registered capital on the 
company’s business licence. You can
check whether or not the registered 
capital has been paid up by using a 
firm of accountants to get a Capital 
Verification Report.

If you want to establish a business 
relationship that goes beyond exporting,
you will need to carry out further 
research. A thorough evaluation of your
potential partner may be time-consuming
and expensive, but doing so will greatly
reduce the risk of serious problems in the
future. However, it is not enough to obtain
a copy of a company’s accounts, as they
may not be accurate. Accounts are 
unlikely to be audited to the standards
routinely expected in the UK, and 

companies may have different sets of 
accounts for different audiences, so it is
advisable to use such data in conjunction
with information obtained elsewhere.

There are a number of private 
consultancies that specialise in carrying
out operational, financial, legal and 
technical due diligence checks on 
Chinese companies, typically by looking
at the actual operation of the business,
and building up a more accurate picture
by carefully interviewing people who work
in and with the company.
 
A particular obstacle that British 
companies must overcome is the 
reluctance of many Chinese business
partners to agree to thorough due 
diligence investigations. Failure to gain 
a full understanding of a potential 
partner’s credit history and professional
background can spell serious trouble 
and financial loss. It is possible to reduce
local concerns over due diligence checks
through a patient and polite business 
approach and by stressing the reciprocal
nature of the arrangement, but you
should expect this stage of negotiations
to be lengthy and at times difficult. 
Good quality consultancy and assistance
is available from experienced firms 
resident in China.

By 2030, China will add more new city-dwellers than the entire U.S. 
population. China’s cities will have added 350 million people – more than
the entire population of the United States today. 

(Source: McKinsey, “Preparing for China’s urban billion”)



Finally, do as the Chinese do. Expect 
to spend a lot of time at meetings and
banquets with your potential Chinese
partners. You might think this is a slow
progress, but the Chinese are using this
time to establish whether you will make 
a suitable and trustworthy partner and
whether they want to enter into a 
long-term business relationship with 
you. It is wise to do the same. Building 
relationships is by some distance the
best way to overcome many of the 
obstacles to doing business in China.

UK Visas
The UK visa service has been 
complimented by major Chinese 
investors such as Huawei for its 
efficiency. Biometric data (fingerprints
and photographs) is now required for all
visa applications and this can be done 
at Visa Application Centres across China. 

Full details on the visa application
process can be found at 
www.vfs-uk-cn.com

While the majority of visas are granted,
some common problems arise which may
prevent or delay the granting of visas to
the UK. Some Chinese companies may
rely on local agents for advice, rather
than the Embassy website (www.uk.cn). 

The quality of these agents varies and
they are often more of a hindrance than a
help; recommend your visitors use official
channels. On top of this, assistants or
secretaries may miss or incorrectly enter
vital information, so forms should be
checked personally by the applicant. 
If assistants or colleagues are also 
applying, a cover letter to the visa section
explaining that the applications are linked
can help. 

Finally, visitors should allow plenty of
time for their application, especially if
they require several visas to visit multiple
destinations.

Finding a customer or partner
Once you have identified where you
would like to start and the best market
entry option for your company, the next
step is to find potential customers or
partners for your company.
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The following are all effective ways of
finding potential customers, agents, 
distributors or partners:

• UK Trade & Investment’s Overseas 
Market Introduction Service (OMIS): 
This can be used to tailor-make a list 
of potential customers, agents, 
distributors or partners and arrange a 
programme of meetings with them for 
when you visit China. In China, CBBC 
provides OMIS services on behalf of 
UK Trade & Investment. OMIS can also
be used to engage CBBC to arrange 
a technical seminar or product 
introduction event in China, which can 
be an effective way of getting your 
message across to a number of 
potential customers.

• Attend trade shows and exhibitions:
Numerous trade shows and exhibitions
take place in mainland China and Hong
Kong throughout the year and these 
can be an excellent way to meet 
potential customers face to face. 
However, arranging appointments 
in advance to meet pre-identified 
contacts at niche industry events is 
essential if you want to make effective 
use of your time. Through OMIS, the 
UKTI Hong Kong team is able to 
connect you to a wide range of 
opportunities to break in the Hong 
Kong, and potentially China, markets.

• Take part in a UK Trade & Investment-
supported trade mission: 
UK Trade & Investment supports a 
large number of trade missions to 
mainland China and Hong Kong 
organised by CBBC, trade associations
and local chambers of commerce.

Marketing
The Chinese market is constantly 
changing, but as income levels rise
across China there will be an increasing
number of new consumers and first-time
buyers who will wish to purchase and 
experience new products and services. 

However, the Chinese market is evolving
rapidly and to win these new consumers
over you will need to continually reassess
your marketing strategy to help raise the
image, profile and understanding of your
business in China.

Tradeshows and exhibitions are very
good ways of meeting potential 
customers, but you still need to persuade
them to buy your product. You will need
to ensure that your sales literature is 
effective in English and Chinese and 
decide what kind of advertising is 
appropriate. You will almost certainly
need to adapt your products to meet 
Chinese preferences or requirements in
order to be able to sell them. Ignoring
local regulations, tastes and cultural 
preferences is a recipe for failure.

For example, a lot of Chinese consumers
attach much more importance to the
functional aspect of many products than
we do in the UK, so Chinese marketing
campaigns may focus on these features
rather than on what the product says
about you as an individual.

Also, the concept of auspicious and 
inauspicious symbols is emotionally 
important to many people in China. 
Many companies make use of positive
symbols and avoid those with negative 
connotations in order to maximise the
success of their products. For example,
the number 4 is regarded as unlucky, as
the word “four” in Chinese sounds similar
to the word for death, but 8 is regarded
as lucky, as “eight” sounds similar to the
words for prosperity and wealth.

We recommend that you involve a 
specialist consultancy that can develop 
a marketing strategy appropriate to your
product and to the areas of China where
it will be sold.



For more information on marketing 
please visit the Institute of Practitioners in 
Advertising (IPA) website; www.ipa.co.uk

Cultural issues relating to marketing
The concepts of good and bad luck, or
auspicious and inauspicious symbols, are
emotionally important to many people in
China. Therefore, in order to maximise
the success of your products, make use
of positive symbols and avoid those with
negative connotations:

• 4 is regarded as unlucky, as “four” 
sounds similar to the word for death.

• 8 is regarded as very lucky, as “eight”
sounds similar to the words for 
prosperity and wealth. 3 is also lucky,
as it sounds similar to the word for 
“life” in Cantonese.

• 9 is also positive as it sounds like the 
word for “eternity” or “long term”, 
while 6 sounds similar to “good 
progress.”

• In Cantonese, 2 sounds like “yi” 
(easy), so placed before lucky 
numbers will sound like “easy luck”, 
e.g. 23 (easily growing), 26 (easily 
profitable), 28 (easily prosperous) and
29 (easily enough). But avoid placing 
before unlucky numbers, e.g. 24 
(easy death). 2424 would be 
particularly bad!

• Some consider 13 is unlucky 
because 1+3=4.

• In Cantonese 7 sounds like “chut” 
(for sure), so placed with lucky 
numbers 2 and 8 mean “certainly 
easy” (72), and “prosperous for sure” 
(78). Using the same logic, obviously 
avoid 74.

• Red and yellow/gold are regarded 
as lucky, but avoid white, which is 
associated with mourning.

• Use images of auspicious animals: 
dragon, phoenix, unicorn, tortoise 
(the Buddhist symbol of learning), 
crane and fish.

• Images of the Great Wall indicate 
stability and reliability.

• Avoid name plaques for opening 
ceremonies, as these are equivalent 
to your standing next to your tomb!

• Also avoid black borders around 
names or photos of people, since this
is also associated with death.

Branding 
Conventional marketing wisdom says that
global brand consistency is important,
but the Chinese language presents some
very specific branding issues. In order 
to create a favourable impression 
of your company and your brand in
China, it is essential to have a name 
that Chinese consumers can remember.

If a product name can’t be remembered,
it is unlikely that many people will buy it.
It is therefore essential to have a suitable
Chinese company and product names in
order to sell your products.
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If your target market is mainland China
(as opposed to Hong Kong), it is not 
advisable to have a Cantonese translation
of your company name, as this will not be
readily understood outside Hong Kong.

The Chinese translation of Coca-Cola 
is an example of best practice and 
highlights the issues involved in creating
a suitable name. 

Coca-Cola in Chinese is “Kekou-Kele”
which not only sounds like the English
but can also be translated as “Tasty and
Joyful”, thus creating a name that is 
easily memorable for Chinese speakers
while retaining some degree of global
consistency.

Another good example would be B&Q,
whose Chinese name is “Bai An Ju” and
can be approximately translated as 
“Hundred Peaceful Homes”.

A translation of a Western company name
that is perhaps not quite as good as it
could be is the translation of Google 
into “Gu Ge” which, although sounding 
similar, means “Song of Millet”, and 
Microsoft originally translated into “small
and flaccid”, but not surprisingly this was
not the final meaning chosen.

It’s advisable to spend some time getting
this right. The name is, after all, the first
thing your potential customers will see. 

There is no right or wrong way when
translating into Chinese – the name 
you will ultimately end up with will be 
a combination of the translator’s 
recommendations and your own 
preferences.

For more information on marketing 
please visit the Institute of Practitioners in 
Advertising (IPA) website; www.ipa.co.uk

A list of Chinese translators and 
interpreters can be downloaded from
www.ukti.gov.uk

Day-to-day communications
Once you have made contact with a 
Chinese company it's likely that your day-
to-day phone and email communications
will be in English with one of the 
company’s English-speaking members 
of staff.

If you do not think the standard of English
in the Chinese company is up to scratch,
you might wish to ask for parallel Chinese
texts and get them translated; this could
be a valuable investment. An important
part of setting up arrangements in China
is to ensure that communication issues
are covered in detail.

If you are going to sign anything – as 
obvious as it sounds – make sure you get
it translated first, and by an independent
translator. Do not rely on your customers’
or suppliers’ translation and do not be
pressured into signing anything that you
do not fully understand. Most failures
occur in relationships because of 
fractured communications and mutual
misunderstandings.

If China is likely to become a significant
part of your business, you should 
consider hiring a Chinese-speaking 
member of staff. There is a rich pool of
talent in the huge number of Chinese 
students graduating from British 
universities, who are keen to have 
internships or short-term employment in
the UK before returning to China. These
students can also be recruited through
specialist recruitment agencies.

You may also wish to take up the 
challenge of learning Chinese yourself –
even having a basic level of 
communication will create a positive 
impression and will have the added 
benefit of making your trips to China
more enjoyable.



However, even if you do attain a 
reasonable level of fluency (which can
take over two years with dedicated
study), an interpreter – or a Chinese-
speaking member of staff – is still an 
essential in business meetings.

A note on numbers
Large numbers are particularly tricky and
often interpreted wrongly, sometimes
leading to a mistake between millions
and billions. For example, 10 million
translates into Chinese as “1,000 ten
thousands”; 100 million has its own 
character as “億 ”; and 1,000 million or
one billion translates as “的”. There is
plenty of scope for confusion. Get 
numbers written down in Arabic 
numerals.

Interpreters
A growing number of younger Chinese
managers and government officials speak
English to a good standard, particularly 
in advanced sectors such as ICT. But 
you will usually need to use an interpreter
for formal meetings and negotiations in
China to prevent the discussions being
hampered by misunderstandings. A 
good interpreter is the key to successful 
communication. If they have not 
understood what you have said, your
message will be lost on your audience.

Two forms of interpreting. 
Consecutive interpreting means you
speak and then your interpreter speaks;
this is the usual form for meetings, 
discussions and negotiations. 

Simultaneous interpreting involves the
immediate translation of your words as
you speak them. This requires special
equipment and can be expensive. It is
generally used only for large seminars
and conferences. Interpreting is a skill 
requiring professional training. Bear in
mind that just because someone is 
fluent in English and Chinese it does 
not necessarily mean that they will 
make a good interpreter.

If you are giving a speech or presentation,
remember that the need to interpret
everything will cut your speaking time 
approximately in half (unless using 
simultaneous interpreting). It is essential
to make sure that the interpreter can
cope with any technical or specialist
terms in the presentation. It is better to
be slightly restricted and speak close to 
a script than to fail to sell yourself. If you
are giving a speech, give the interpreter
the text well in advance and forewarn
them of any changes.

If you decide to bring an interpreter with
you (for example an overseas Chinese
from Hong Kong or Singapore), ensure
that they speak clear and comprehensible
Mandarin. If you are travelling to an area
where there is a regional dialect, it is 
also essential to check whether your 
interpreter can also speak and 
understand this.
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Getting the best out of your interpreter:
Hiring a well-briefed professional 
interpreter is the best policy. Though this
is likely to be expensive, it will be money
well spent.

The Chinese will usually, but not always,
provide one interpreter for their side. It is
advisable to have your own interpreter
available to assist with discussions, when
possible. One interpreter working for both
sides may become tired and start missing
the meaning or detail of what is being
said. Chinese partners often spring 
interpreting on junior staff who have 
studied English but are neither 
experienced at interpreting nor 
pre-briefed on the topic of the meeting. 

With your own interpreter, you should
also have some feedback afterwards on
the nuances behind what was said (and –
just as importantly – not said) during the
meeting.

Try to involve your interpreter at every
stage of your pre-meeting arrangements.
The quality of interpretation will improve
greatly if you provide adequate briefing
on the subject matter. Ensure your 
interpreter understands what you are
aiming to achieve.

Speak clearly and evenly with regular
breaks for interpretation. Don’t ramble 
on for several paragraphs without pause.
Your interpreter will find it hard to 
remember everything you have said, 
let alone interpret all your points. 

Conversely, don’t speak in short 
phrases and unfinished sentences. 
Your interpreter may find it impossible to
translate the meaning if you have left a
sentence hanging.

Avoid jargon, unless you know your 
interpreter is familiar with the terminology.
China has no single number for “million”
or “billion” which are translated 
respectively as “one hundred ten 

thousand” and “ten hundred million”.
However, it does have unique numbers
for “ten thousand” and “one hundred 
million” – “wàn” and “yì”. Therefore, 
the chance of mistranslation of large
numbers is high, so make sure you clarify
numbers by writing them down.

Listen to how your interpreter interprets
what you have just said. If you have given
a lengthy explanation but the interpreter
translates it into only a few Chinese
words, it may be that they have not fully
understood. Or they may be wary of
passing on a message that is too blunt
and will not be well received by the 
audience.

Make sure your message is getting
through clearly and in a tone that will not
cause resentment. But be prepared in 
the response for the propensity of the 
Chinese language to be ambiguous.



CHINA

UK Trade & Investment and the China-Britain Business
Council provide detailed guidance on protecting 
intellectual property and this can be accessed via
www.ukti.gov.uk and www.cbbc.org. 
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Intellectual Property Rights (IPR)

The problems of protecting and enforcing
intellectual property rights are often 
highlighted as a distinct legal issue 
by some firms. Included in formal and 
informal protectionism are factors 
relating to the discretionary powers 
of government agencies in China and 
the favouritism extended to domestic 
compared to foreign firms. However, from
having no IP protection law in the late
1970s, China has progressively enacted
legislation to the point where it broadly
matches or exceeds that in the UK.

UK companies are increasingly indicating
support on IP issues from local Chinese
authorities. However, it is still important 
to consider the threat of IPR abuse of
your products or services. As part of 
your market entry strategy you will need
to establish how you can protect your
rights, how much it will cost and what
other steps you could take, such as 
including IPR in due diligence checks 
and monitoring the market for possible
infringements.

Trademarks and logos can be a particular
issue. Unlike many other countries, the
first person to register a trademark in China
is the legal owner, and if you have been
pre-empted, then lengthy cancellation
and court proceedings will be necessary,
with no guarantee of success. 

It is important to consider this before 
entering the market – whether you are
selling or buying – as it has been known
for Chinese manufacturers to register 
the trademarks of foreign customers.

It is wise to take a practical, as well as 
a legal view, on IP protection. In some
cases, for example where existing
patents are several years old, patent 
registration in China is not possible; 
also, smaller companies may struggle
with the costs involved. Practical steps
include choosing partners carefully; 
developing business relationships that
are of mutual benefit and hence a 
deterrent to infringement; retaining 
key elements of IP; and working with 
several partners, rather than “putting 
all your eggs in one basket”.

UK Trade & Investment and the 
China-Britain Business Council 
provide detailed guidance on 
protecting intellectual property and 
this can be accessed via www.cbbc.org
and www.ukti.gov.uk. An experienced 
independent IPR lawyer is invaluable in
helping you to establish the best 
strategy for your company.

The UK's first ever Intellectual Property
(IP) Attaché to China was appointed in
December 2011 to improve the IP 
environment for UK companies, and UK
SMEs can also obtain free advice from an
EU-funded project, thre “China SME IPR
Helpdesk” via www.china-iprhelpdesk.eu

Getting paid and financial issues
Currency exchange and transfer of funds
Many Chinese companies prefer to be 
invoiced in US dollars, particularly if they
are already doing business with the USA,
although it is sometimes possible to 
negotiate contracts in euros or even 
sterling.
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Conversion of the Chinese RMB to 
foreign exchange is strictly controlled 
by the “State Administration of Foreign
Exchange” (SAFE), a government 
department, which regulates transfer
through the banking system. This affects
all financial transactions, from the ability
to purchase Chinese RMB before 
travelling, to contractual payments and
dividends. Small transactions, such as
the use of ATMs and credit cards, are
straightforward, but the controlled 
currency means that you need to be 
more careful in setting up contracts 
and investing in the market. Company
dividends may only be paid annually, 
following audit of accounts by an 
approved accountancy firm. 

Contracts and payment
As covered under the “Business Culture”
section (page 134), contracts as operated
in the UK are relatively new in China.
They are, however, essential for successful
business there, for the same reasons as
in any other market. They also ensure
smooth transactions of payments through
the Chinese banking system. If payments
do not match the contract they may be
delayed, or conversion into foreign 
exchange may be blocked.

It is common for negotiation to continue
after a contract is signed in China, so it 
is wise to build into the final figure some
provision for concessions. Substantial
additions to the contract need extra care
as, if they do not match the original 
contract, payments may be held up in 
the banking system. As elsewhere with
large contracts involving stage payments,
the final stage, which often depends on
“sign off”, may be difficult to realise, and
this needs consideration when agreeing
terms.

When drawing up a contract with a 
Chinese organisation you should observe
the following:

• Make it similar to other international 
contracts, but be very explicit and 
avoid legal jargon, which may not be 
understood.

• Include an arbitration clause, as legal 
action can be very expensive and 
difficult to pursue.

• Take care with milestones and related
payments – this is especially 
important with royalties contracts, 
for which payments can attract 
particular attention.

• Agree and stipulate who is 
responsible for taxes.

• Agree and stipulate how agency 
payments are to be handled.

• Ensure the contract is fully 
understood and agreed with the 
Chinese organisation. The contract 
should be accurately translated and 
both versions signed.

• Consider the law applying to the 
contract. Contracts under foreign law
are permitted and may offer easier 
prosecution in the ruling country if 
something goes wrong, but this will 
need enforcement in a Chinese court.
Contracts under Hong Kong law, 
which is based on English law, may 
be a suitable compromise.

Short-term finance
When exporting to China normal 
commercial rules should be followed, 
and you should discuss the arrangements
for security of payment with the 
international department of your UK
bank, the UK offices of Chinese banks 
or UK-based banks that have offices in
China. 



If you are a first-time exporter to 
China, the standard method of 
receiving payment for your goods is 
by documentary letter of credit.

The Chinese bank will make the payment
provided that the requirements of the 
letter of credit are met. However, be
aware that a letter of credit is a form 
of contract between two banks. A bank 
will make payment provided that the 
documents submitted to it are in strict
compliance with the conditions of the 
letter of credit. This is regardless of the
purchase contract. To prevent the 
possibility of a payment being made if the
terms of the purchase contract are not
met, the seller should check the letter of
credit against the terms of the purchase
contract, ensure that they match, and
build in any necessary safeguards.

Open Account and Bills for Collection 
are other payment methods commonly
used between UK exporters and Chinese
importers when a trustworthy relationship
between the two parties has been 
developed. Major exports and those 
requiring long-term finance will require
specialist payment and financing.

Further information on securing payment
can be obtained from www.cbbc.org.

Pricing
Margins achievable in Chinese markets
are likely to be lower than in Western
ones. This situation is changing rapidly,
and increasingly Chinese companies are
prepared to pay more for demonstrable
benefits, and it is occasionally possible 
to command a premium for a unique
product or service.

Payment Terms
Key terms and conditions in an import
contract

Chinese importers tend to use standard
form contracts in their transactions. 
Foreign contracts are seldom accepted
for fear of being trapped by unfamiliar
contract stipulations. Adding special 
provisions to the contract form is 
normally acceptable. You can expect 
to see the following key terms and 
conditions in a Chinese import contract:

• Terms of price and shipment – 
Chinese import businesses often 
conduct transactions at Free on 
Board (FOB) prices in consideration 
for using Chinese shipping 
companies. Cost and Freight (CFR) 
and Cost, Insurance and Freight (CIF)
terms are accepted only if the freight 
is proved to be cost-effective.

• Insurance – Chinese importers 
generally have “open insurance” 
for their import cargoes, i.e. importing
companies submit notifications of 
import cargo shipments and other 
relevant documents which are then 
acknowledged by the insurance 
company as insurance orders, and 
against which the insurance premium
will be settled with the insured.

• Terms of payment – This is normally 
by letter of credit (L/C). See the 
‘Getting paid’ section for more 
information.
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• Inspection – Certificates of quality, 
quantity or weight issued by 
manufacturers or public assessors 
are normally required as part of the 
process of setting up a letter of 
credit. However, if the goods are 
discovered not to be in conformity 
with the certificates after 
re-inspection by Chinese inspection 
authorities, the buyer will either return
the goods to the seller or lodge 
claims against the seller for 
compensation on losses on the 
strength of inspection at the port 
of destination.

In the case of equipment imports, 
Chinese companies often insert a clause
in the contract withholding a portion of
the payment – normally 5 to 10 per cent
of the total contract value – which will be
paid only when the equipment is installed
and commissioned. This retention sum
tends to become a permanent rebate, 
so beware of allowing too high a figure.

• Dispute resolution – In cases of 
dispute, the formal contract has a 
provision that a solution must be 
sought through friendly consultation. 
If this does not work, arbitration is 
then adopted to settle the dispute. 
Litigation is used only as a last resort.

Insurance
The private sector provides credit 
insurance for exports of consumer 
products, raw materials and other similar
goods. Speak to your banker or insurance
broker for more information or contact
the British Insurance Brokers’ Association 
for impartial advice: 

Web: www.biba.org.uk 
Tel: +44 (0)870 950 1790 
(Consumer Helpline); 
Email: enquiries@biba.org.uk

Private sector insurance has some 
limitations, particularly for sales of capital
goods, major services and construction
projects that require longer credit 
packages or are in riskier markets. 

The UK Export Finance (formerly Export 
Credits Guarantee Department, or
ECGD), is a separate government 
department that reports to the Secretary
of State for Business, Innovation and
Skills and provides a range of products
for exporters of such goods and services.

UK Export Finance
UK Export Finance is the UK’s export
credit agency. As a government 
department (formally named the Export
Credits Guarantee Department) that 
operates under an act of parliament, 
we complement the private market by
providing government assistance to 
exporters and investors, principally in 
the form of insurance policies and 
guarantees on bank loans. 

Contact 

Export Credits Guarantee Department:
Tel: +44 (0)20 7512 7887 
Email: help@ecgd.gsi.gov.uk; 
www.ecgd.gov.uk

Bribery and Corruption
Anyone doing business in China is likely
to encounter or hear of corruption in one
form or another. Historically, practices
such as facilitation payments, bribes and
giving and receiving expensive gifts in
order to develop relationships were often
regarded as a part of doing business. 

This is still the case in some areas, 
although the problems vary according 
to sector, type of business and region.
However, the general perception is that
the situation is improving. 



Our advice to companies encountering
corruption is simple – don’t get involved.
Not only are there issues of business 
integrity to bear in mind, but it is also, 
of course, illegal. Invariably corruption 
is related to lack of professionalism,
transparency and control, all of which 
are damaging to long-term business.

The Chinese Government is keen to
crack down on corruption, and the 
penalties can be severe. In addition,
under the Anti-Terrorism, Crime and 
Security Act 2001, UK companies and
nationals can now be prosecuted in the
UK for acts of bribery or other illegal 
activity committed wholly overseas.

SCAMS: How to avoid them
Fraudsters and scammers exist all over
the world, and China is no exception.
There have been a number of instances
of British and other foreign businesses
being targeted by fraudulent companies
and individuals operating from various 
locations in China. The most common
scams are:

• “The contract scam” – Fraudulent 
companies in China make unsolicited 
enquiries to foreign companies, making
orders in large quantities with very 
beneficial financial terms. The foreign 
company is often then invited out to 
China to sign the “contract”. When 
they arrive, they are asked to pay 
for expensive “gifts” or meals for 
“officials”, in order to move things 
forward. When the foreignrepresentative
flies back home the fraudsters vanish 
without trace. Companies should also 
be alerted when they are asked to pay 
for any “administration”, notarisation or
foreign exchange control charges.

• “The visa invitation scam” – A fictitious 
Chinese company may randomly 
request letters of invitation for visas 
from UK organisations, so their 
delegates can visit the UK factory/site 
with a view to developing business. 
In reality these individuals have no 
interest in your company or your 
product – they are looking for the 
opportunity to enter the UK. If you are 
approached by a Chinese company in 
this manner, ensure that you carry out 
basic due diligence checks before 
issuing a letter of invitation.

• “The domain name scam” – A foreign 
company receives an email from a 
fictitious “internet database company”,
claiming a Chinese company has filed 
a request to register your domain 
name, and with a fee they can block 
that request. Once you have parted 
with the cash, the scammer 
disappears.

Like any other market, operating in China
poses certain risks. The UKTI Overseas
Business Risk website is an essential
read: www.ukti.gov.uk/export

Too good to be true?
Once you know the basics, it's relatively
easy to prevent yourself from becoming 
a victim of scams. If you receive an 
apparently very attractive order from
China (or indeed, anywhere else), or see 
a website offering goods at unrealistically
low prices, ask yourself: is this too good
to be true? If it looks too good to be true
it almost always is.
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Don’t get on the plane, or send money,
without seeking advice from either UKTI
and CBBC, or carrying out appropriate
due diligence checks. A guidance 
document on various business scams 
is available from CBBC.

Employing Staff
You will likely need to establish a strong
management team to build your business
in China, including securing clear and
committed support from all levels of 
your parent company, and assigning
good quality professional staff to plan
and manage the China-based operations. 

Associated with this is the importance 
of transferring established business 
standards, codes of practice, operating
procedures and internal control 
mechanisms to China in a way that 
operations there are managed and run 
no differently from those in other foreign
markets.

However, finding the people you need 
to run your business in China is not 
significantly different from recruitment 
in the UK. There are several recruitment
agencies currently operating in China,
and most operate under the same 
standards that you would expect of a firm
in the West. They will do the sourcing,
pre-interviewing of candidates and
charge you a percentage of the placed
staff’s first year earnings or a one-off fee.

In addition, there are a number of 
recruitment websites advertising for both
jobseekers and employers, which can 
be highly effective. Another option is to
recruit from the huge Chinese population
at UK universities. Visa regulations allow
Chinese graduates to undertake training
and work experience in the UK, before
moving to China to take up positions.

One challenge that companies recruiting
in China will face is the increasing 
competition for experienced managers

and high-calibre individuals, and as
China’s economy continues to grow 
this will only intensify. Skills levels of 
employees can be an issue at all levels; 
in many locations demand for skilled
workers outstrips supply. Local education
establishments will often assist with 
collaborative programmes, but this can
have significant lead time.

Local and foreign companies are 
recruiting from the same pool of 
employees who have the right technical
and language skills as well as managerial
experience. Candidates with the requisite
skills and experience will be in demand
and command high salaries. If you are
not prepared to offer appropriate 
remuneration, you will have great 
difficulty hiring people with these skills.
Many employees will leave their current
companies for ones that are offering 
better remuneration packages.

You will need to determine what you 
are willing to pay at the beginning of the 
recruitment process. It is important to
note that salaries in China have increased
over the last few years and will continue
to do so. It would be advisable to 
conduct some market research to get 
a clear idea of appropriate salary levels 
for the positions you wish to fill so that
you can make an offer that is in line with 
current market rates. When you are 
recruiting in China make sure that you
carry out all the normal steps that you
would if recruiting in the UK.



Ensure that candidates’ technical and 
linguistic capabilities match their claims:
It is essential to hire staff with the right
language skills. Common mistakes 
include hiring Chinese staff from outside
mainland China who do not speak 
Mandarin to the level required, or 
alternatively hiring staff whose business
English is not sufficiently fluent for their
role. Ensure that you hire staff at the right
level for the role:

A recent MBA graduate returning from
overseas may not have the experience 
to navigate the complexities of setting 
up a company in China without seeking 
professional advice, and they may not
have the capabilities to develop business
at a senior level.

Carry out due diligence:
To ensure that the staff you are hiring 
are right for your company, it is essential 
to ensure thorough due diligence in 
recruitment, especially for senior 
managers, including conducting personal
background checks and checking all 
references before offering them the 
position.

Offer appropriate compensation:
Once you have found the right staff you
will need to give them good reason to
stay with your company. You will need 
to provide sufficient compensation to 
ensure that you recruit and retain the 
best employees. Offering employees the
opportunity to train overseas is also very
attractive at all levels, although make sure
that in return for providing such training
they make a commitment to stay with
your company. 

In addition, be sure to invest in the 
mentoring of Chinese management-level
talent; this can be done by giving them
experience of working around the 
organisation and grooming them for
global corporate positions. A clearly 
defined career progression route is also
attractive and will help to retain staff.

A lot of smaller companies setting up an
office in China may well just employ one
person to deal with all aspects of running
the business. Although this may be 
convenient and cost effective, it might
not be the best way to run your China 
operation. Staff selection will prove vital,
and although the individual may be very
willing, honest and capable, they may 
not be competent or experienced in 
international business practices. Also,
foreign companies in China are at the 
top of official radar screens. 

If your employee is not familiar with the
relevant Chinese rules and regulations
pertaining to the running of an 
international office or business in China,
then you may soon have to deal with 
issues of noncompliance, which can be
very costly.

In addition, having one person in control
of all financial and legal aspects of the
business is obviously risky. An attractive
solution to this problem would be to use
a service such as CBBC’s Launchpad
Scheme where companies can have a
representative located in one of CBBC’s
China offices and benefit from the
support of CBBC’s management and
local team.
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Language
In order to communicate effectively in
China it is essential to communicate 
in Chinese.

Despite clear efforts made by many firms
to localise their business model and to
use Chinese staff in key managerial 
positions wherever practicable, language
and cultural barriers remain a significant
operational issue for many. These issues
may become magnified in those regional
cities away from the coastal regions of
China, where the history of foreign 
business engagement is much shorter,
and where familiarity and understanding
with foreign business practices and
needs are likely to be less well 
developed.

Communication is crucial to the success
of any company, yet business is all too
often lost through simple misunderstandings
that could have been easily avoided. 

When working across different time 
zones, cultures and languages the
chances for misunderstanding are 
multiplied considerably. It is therefore 
essential to ensure that you have an 
appropriate communications strategy 
not just for China, but for the region 
of China you are considering, be it a 
regional city, a city cluster, or Province.

In order to communicate effectively in
China it is essential to communicate in
Chinese. Your translator or interpreter 
is therefore one of your key assets and
should be selected with care, as without
them you are effectively deaf and dumb.

The national language of China 
(including Taiwan), Putonghua, is 
commonly known in the UK as Mandarin
Chinese and on the mainland the 
characters used to write it are known 
as Simplified Chinese. 

This was introduced by the Government
in the 1950s and is increasingly used by
Chinese communities abroad, although
traditional characters are still used in
Hong Kong and Taiwan.

If you are working in southern China, in
the area between Guangzhou (formerly
Canton) and Hong Kong, do not assume
that the business language is Cantonese.
This region has a vast population of 
immigrants from non-Cantonese 
speaking parts of China working at all
levels. For the majority of contacts in
southern China, Mandarin is the language
of business. If in doubt, ask first. If you
are going to Hong Kong, Cantonese is
the preferred Chinese dialect, although
Mandarin is increasingly spoken in 
business circles. English is also 
commonly used for business and remains
an official language in Hong Kong.

While an increasing number of Chinese
companies – particularly those with an 
international outlook – have English
speakers on their staff, don’t assume that
everyone in the company speaks English
– especially decision-makers. 



At the very least, get a Chinese name for
your company and prepare a one-page
company profile in Chinese for insertion
into your company brochure and website.
A Chinese translation of your brochure
would be even better.

Business cards are essential. It is wise 
to have your business card translated
into Chinese, and to bring plenty with
you.

Ensure that all your translation is done
professionally. For names it is important
to use characters which not only 
represent the word phonetically but also
have a symbolic or auspicious meaning.
It is worth talking through the choice for
names with your translator. There are 
numerous translation and interpreting
agencies which can carry out suitable
translations of personal names as well as
general translation work. Many of them
will also be able to help you address the
branding issues detailed in this guide.

Basic Madarin
The written language is uniform 
throughout China*, however, as in any
other country, Chinese dialects vary from
region to region. The standard language,
Putonghua (often called Mandarin), is
based on the Beijing dialect and is 
spoken by most people across the 
country. This is the language of business
in China and if you would like to learn
some Chinese, Putonghua is the 
language to study. Whereas in Hong
Kong and parts of Guangdong Province
Cantonese is more widely spoken, 
Putonghua is still generally understood. 

There are numerous free-to-access 
websites designed to help you learn 
Putonghua (and Cantonese), and some
simple phrases are below.

*Hong Kong and Taiwan use traditional
Chinese script whereas mainland China
uses a simplified version

Useful Phrases

Bureaucracy and Red Tape
Regulations and bureaucracy continue 
to be the predominant challenge 
experienced by British companies in
China today. Although the issues raised
are highly sector-specific, numerous
British companies draw attention to 
difficulties arising from the clarity and
transparency of the regulatory 
environment in which they have to 
operate, the restrictiveness and 
excessiveness of rules and “red-tape”
with which they have to comply, the 
frequency at which these rules and 
regulations change, and the lack of 
predictability that all this causes. 
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Of course, many of these issues apply
across the country, but because the 
implementation of regulations takes 
place at a local level, this highlights the
importance of understanding how rules
and regulations are administered at a
provincial and municipal level in China’s
regional cities.

China's Labour Law
If you are employing staff in China you
will need to make sure that you comply
with China’s Labour Law, which came
into effect on 1 January 2008. According
to this law all employees must have a
written contract. If this is not signed
within one month, then you will have to
pay the employee double their salary for
every month they are without a contract.
If they are still without a contract after a
year then they are automatically deemed
to be on an open-ended contract. It is 
important that the employee receives an
original copy of the contract signed by
the employer and that the employer gets
the employee to sign that they have 
received the contract.

It is also very important that, in addition
to the contract, all employees are given
(and sign to say they have received) a
company rulebook detailing all aspects of
your company policy and what behaviour
is and isn’t acceptable. If there are any
cases of misconduct you will find it 
almost impossible to terminate staff 
employment without written evidence, 
so make sure that such evidence is 
documented. There is additional 
information on employing staff on the
CBBC website www.cbbc.org and many
international law firms have guides to the
new employment laws on their websites.

Foreigner Participation in 
China’s Social Insurance System
On 15th October 2011, the ‘Interim
Measures for Participation in Social 
Insurance System by Foreigners’ came
into effect. The Measures mean that 
foreigners employed in China who 
have obtained a Permanent Residence 
Certificate for Foreigners, or employment
certificates such as the Employment 
Permit for Foreigner, the Certificate of
Foreign Experts, or the Certificate of 
  Permanent Foreign Correspondent 
are now required to participate in the 
country’s social security system. 

Five kinds of insurance contributions are
to be made: basic pension insurance for
employees; basic medical insurance for
employees; work-related injury insurance;
unemployment insurance; and maternity
insurance. Social insurance fees are to 
be paid by both employers and foreign 
employees in accordance with the 
regulations. The Measures state that 
employers must undertake social 
insurance registration for foreign 
employees within 30 days of applying 
for their employment permits. 

Failure to conduct registration and 
payment for social insurance may mean
employers are subject to financial 
penalties.



Social Security Law
The changes will add extra costs to all
businesses employing foreigners as they
are now required to make contributions
on their behalf. This will hit schools 
and SMEs that hire a large amount of 
foreigners particularly hard, and may 
result in employers turning away from 
hiring foreign workers. There is, however,
a cap for the amount of contributions
made, based on three times the local 
average salary. Although, this is not 
universal and the city of Dalian has 
already removed this cap (which could
mean that employers have to pay up to
37% of an entire monthly salary paid 
to their foreign employees).

Foreign employees are also required 
to make contributions and despite the 
cap this is still a substantial cost for
lower-paid foreign workers.

Although the new tax requiring foreign
workers to pay social security 
contributions is currently in effect, 
the system for registration and 
implementation of the tax is not yet 
fully operational, and some businesses
have not yet been able to register 
foreigners with their relevant social 
security bureaux or make payments.

The only situation in which foreigners 
will be able to avoid making contributions
is where they meet the requirements 
specified in bilateral or multilateral 
agreements, of which there are currently
only two (Germany and Korea). Even
these agreements only allow citizens of
these countries to opt out under certain
circumstances. 

There is still a lot that remains unclear,
and there are some outstanding issues
that still need to be clarified:

• Pension
How to reclaim the lump sum? In the 
event of death how will payment to a 
relative be organised?

• Medical insurance
At which clinics can medical insurance 
be claimed – International sections of 
domestic hospitals or international 
clinics?

• Maternity insurance
Foreign women are not restricted to 
having one baby. Can they use the 
policy multiple times or just with their 
first-born?

• Unemployment insurance
If a foreigner loses their job, they are 
not allowed to reside in China, thus 
they cannot take advantage of this 
insurance.
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CHINA

In China, getting to know 
someone face-to-face is often 
regarded as the only way of 
finding out whether a person 
is trustworthy. 

In general, the Chinese set 
great store on building personal 
relationships before entering 
into a business partnership, 
often saying, “Let’s first become
friends, then do business”.
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Business Culture

Relationship Building
The challenges associated with building
relationships and trust with local business
partners, clients and customers, and with
government officials can be a challenging
aspect of doing business in China. While
establishing a business presence in
China has become more straightforward
in recent years the problems associated
with identifying key contacts in partner,
client and government organisations, 
establishing mutually beneficial and 
trustful working relationships with them,
and developing meaningful channels of
communication have now become more
pronounced.

All of this does make it difficult for some
firms, especially smaller ones, to build
their business in China. Again, an 
awareness of the particular conditions 
offered by individual regional cities will be
needed if companies are to successfully
build the relationships and contacts 
required to effectively transfer their 
business model there.

Building relationships is by some 
distance the best way to overcome many
of the obstacles to doing business in
China. In a highly competitive business
environment, it is more important than
ever for us to understand the business
culture of our target markets. 

Understanding business culture helps 
us understand, anticipate and respond 
to unexpected behaviour. It also enables
us to behave in an acceptable way and
avoid misunderstandings. As the Chinese
saying goes: ru jing sui su – “When you
enter a region, follow its customs”.

However, knowledge of business culture
– especially in a country as vast as China,
where sub-cultures and practices differ
from place to place and where every 
Chinese person is an individual shaped
by different experiences – must be 
exercised with caution. A little knowledge
is dangerous. But do not worry if you find
the complexities of Chinese business 
culture daunting.

Just behaving modestly, patiently and
politely, while not suspending one’s 
business judgement, is certain to provide
a good foundation for successful 
business in China. 

In China, getting to know someone 
face-to-face is often regarded as the only
way of finding out whether a person is
trustworthy. In general, the Chinese set
great store on building personal 
relationships before entering into a 
business partnership, often saying, “Let’s
first become friends, then do business”.

You can expect your first, and possibly
your second, visit to China to achieve
nothing other than getting to know 
several possible candidates for business
partnerships. This may seem a slow and
costly way of getting started, but it is
worth remembering that taking time to
cultivate personal connections as the
Chinese do is an excellent opportunity 
to get to know the people you will be
working with. 

Introductions via a trusted intermediary
can play a valuable role in opening doors,
but there are no short cuts to relationship
building.
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You will undoubtedly encounter delays
and frustrations when doing business in
China. Keeping your temper (equated in
Chinese terms with maintaining “face”),
even when things go wrong, can pay 
disproportionate dividends. If you are not
sure what to do in any given situation, it
is best to err on the side of patience and
politeness. Do not be afraid to ask a 
Chinese colleague for advice on how 
to handle matters.

Understanding and being responsive 
to the demands, requirements and 
perspectives of clients and government
agencies are fundamental to business
success in China. You will need to be 
patient, committed and flexible when
dedicating managerial time and 
resources to China – and persistence, 
resilience, realism, and attention to 
detail best describe the managerial 
traits required!

Westerners normally build transactions
and, if they are successful, a relationship
will ensue. However, the Chinese believe
that prospective business partners
should build a relationship and, if 
successful, commercial transactions 
will follow.

This difference underlies many 
misunderstandings arising from business
negotiations. Virtually all successful
transactions in China result from careful
cultivation of the Chinese partner by the
foreign one, until a relationship of trust
evolves.

Guanxi
Both Chinese and foreign companies will
often attribute their business success to
having good guanxi.

The objective of developing close 
relationships is to build what the Chinese
call guanxi (pronounced gwan shee),
which are essentially social or business
connections based on mutual interest
and benefit. In a centralised and 
bureaucratic state, reliance on personal
contacts is often seen as the only way to
get things done. And in a place like China
where the legal system is still relatively
weak, the need to rely on guanxi remains
strong.

In business, guanxi must be regarded as
a two-way relationship. We are all familiar
with the expression “You scratch my
back, and I’ll scratch yours”. But in
guanxi, the obligation does not cease
with the second scratch, and the other
side will have expectations that the 
relationship will continue. It is not about
making fair-weather friends. If you expect
guanxi to deliver, relationships must be
maintained through regular contact.

Both Chinese and foreign companies will
often attribute their business success to
having good guanxi. But the obligations
of guanxi are very real. In the wrong
place, at an inappropriate time, with 
unsuitable people, the obligations can
become a trap which is hard to escape.

Chinese internet users are five times as likely to have blogs 
as American internet users. 

(Source: Business Insider, The Guardian)



The role of the State
It is easy to underestimate the role that
the State continues to play in Chinese
business. Despite the rapid expansion 
of the private sector, many large Chinese
businesses in strategic sectors remain
state-owned and, in addition, apparently
private firms also often turn out to have
an element of state control. The state 
factor can have a significant influence on
the way a company does business, so
you should make yourself aware of the
wider political (in both the small and large
“p” senses of the word) milieu that your
Chinese partner or customer operates in.
This knowledge will give you a greater
understanding of where the Chinese side
is “coming from”.

On a related point, government officials
such as city mayors and party secretaries
in China often wield far more power than
their counterparts in the UK do. Good
personal relationships are key to 
successful business in China, and taking
the time to get to know key officials is
likely to make doing business much
smoother. However, a change of local
government officials might affect the 
incentives or agreements offered by the
previous administration. Officials are 
also occasionally arrested for corruption. 
Having said that, most government 
officials – particularly in the lesser-known
parts of China – are really pleased to see
interest from the UK.

Making conversation
Most people should be addressed by a
title and their last name. You can address
people by professional titles such as
“General Manager Wang” or “Director
Zhao” or, alternatively, if a person does
not have a professional title, use Mr,
Madame or Miss, plus the last name.

• Stick to safe subjects such as hobbies,
family, your hometown, the Chinese 
landscape and Chinese culture. The 
Chinese often ask apparently intrusive 
questions about your age, income or 
marital status. These questions are not 
meant to offend, but if you don’t want 
to answer, remain polite and give an 
unspecific response.

• Avoid talking politics unless you know 
the person very well. Chinese people 
are more nervous having political 
debates openly. In any case, do not 
criticise China or Chinese leaders. Do 
not refer to Hong Kong as if it was still 
run by another administration or 
Taiwan or Tibet as a separate entity.

• It is fine to tell jokes in informal 
situations, but they are best avoided 
when speaking to a group. Also, be 
aware that cross-cultural jokes are 
hard to find, and often the point of a 
joke will be lost in translation.

• The Chinese do not like to say no. 
Doing so causes embarrassment and 
loss of face. If a request cannot be 
met, you might be told that it is 
inconvenient or under consideration. 
Alternatively, you might be told “Yes, 
but it will be difficult”. This might seem 
like a positive response, but in reality 
means “No” or “probably not”.

• Gestures in conversation can have 
different meanings in China. Nodding 
means “I hear what you are saying”, 
not necessarily “I agree with you”. 
Laughing can be from embarrassment 
rather than because something is 
funny.
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Entertainment
Work and social life tend to remain 
separate in the West, whereas much 
of a Chinese person’s social life will be 
used to further personal and business 
relationships. In China some three-
quarters of business deals are sealed
outside of working hours. Tea houses,
Karaoke bars and restaurants can all be
locations where discussions and deals
are made.

Banquets have traditionally been an 
essential part of doing business in China,
although the practice varies depending
on where you are and who you are 
dealing with. Very senior people who
have not previously made an appearance
may be present at a banquet. They may
be key to the approval of the business in
hand but be too senior to be involved in
the actual negotiations. The banquet is
an opportunity to impress them and get 
a feel for how things are going.

• Most Chinese are unenthusiastic about
Western food, and prefer Chinese food.
Typical official entertainment for a 
foreign visitor will take the form of a 
banquet with several courses, often 
consisting of exotic delicacies not 
usually eaten in the West – or in China, 
for that matter!

• If you are the host at a Chinese 
restaurant, at the customary round 
table, your seat should face the door, 
with the Chinese guest of honour on 
your right. Guests are seated further 
away from the host in descending 
order of seniority, with the most junior 
having their back to the door. Thought 
should be given to placing interpreters 
between guests who cannot speak 
each other’s languages. If in doubt 
about the placement of your guests, 
a friendly invitation for assistance when
they arrive often solves the problem.

• It is traditional (but now less common) 
for the host to serve food to the guest. 
If you are the host and offer a guest a 
second helping, do not automatically 
take no for an answer. They may just 
be being polite.

• It is polite to try a little of each dish if it 
is offered to you. Otherwise, you can 
discreetly leave any dishes that do not 
appeal to you – if you finish them you 
are likely to be given further helpings! 

• Frequent toasts, to good health, 
Sino-British friendship and so on are 
standard. Locally-produced wines or 
baijiu (a strong spirit) are the usual 
drinks for toasts. However, many 
people in China have a low capacity 
for alcohol. If you host a meal, plenty 
of soft drinks should be available.

• Never arrive late for a Chinese meal. 
It is common for people to arrive up 
to 15 minutes early. They also tend to 
leave en-masse as soon as the last 
dish has been eaten. Chinese hosts 
make it quite clear when the meeting 
is over and you will not be expected 
to linger.

• The Chinese eat earlier than we do. 
Lunch is served from 11.30am 
onwards, and dinner from about 
6.00pm. Most official banquets run 
from 6.00pm to 8.00pm.

• Table manners are a matter of fitting in.
If in doubt, follow your host’s example. 
One gaffe to avoid – do not leave your 
chopsticks pointing into the bowl, as 
this resembles an offering of incense to
the ancestors or the funerary flags on 
a recently dug grave. Place them 
horizontally on the rest provided.



• If you are invited to a banquet, it is 
polite to reciprocate. A good time to 
have a return banquet is on the eve of 
your departure or at the conclusion of 
the business in hand. Many senior 
officials in southern China are moving 
away from the typical banquet scenario
and are now more likely to be found 
playing tennis (with a top coach) or 
golf. Find out what form of 
entertainment your key contacts prefer,
as this can help you decide how best 
to build your relationship with them.

Gifts
The Chinese like to give gifts, which 
are used to express friendship, the 
successful conclusion of an endeavour 
or appreciation for a favour done. Often,
the symbolic value of the gift is of more
importance than the material value.
It is a good idea to bring along small 
gifts for your hosts (souvenirs from your
region, books, pens, ties, or a memento
of your company). Wrap them in a colour
traditionally regarded as lucky, such as
gold or red. It is not customary to open
presents in front of the giver, unless 
encouraged to do so.

There are few rules on what gifts not to
give, but the Chinese expression for “To
give a clock” sounds like the phrase for
“To attend to a dying parent”, so clocks
are not popular gifts. Similarly, cut flowers
are associated with funerals.

Gift giving is influenced by hierarchy. 
The most senior person should receive
the most valuable gift. If other gifts are
also given, they can be smaller and given
to other members of the Chinese team.

Meetings
When arranging a meeting it is advisable
to provide the Chinese company in 
advance with details of the objectives 
of the meeting, names and ranks of 
participants and specific areas of interest. 

Otherwise, it is likely that the Chinese
side will issue a long and general report
which is unlikely to provide you with the
information you require.

• Business meetings start on time and 
it is good practice to arrive at the 
location early. Formal introductions 
are standard and it is usual to be 
introduced to the most senior person 
first, followed by the rest of the group 
in descending order of seniority.

• There may be people from several
organisations present at the business 
meeting. If it is not immediately 
apparent who is the most senior 
person in the room, it is a good idea 
to try to discover this by asking about 
the relative roles of those present in the
organisation and then to address 
remarks to that person. Another pointer
is that the person opposite you at the 
meeting table will normally be the most
senior Chinese person present.

• Business cards are essential. At the 
beginning of meetings where those 
present have not met before, it is 
customary to exchange business cards
when being introduced. It’s advisable 
to take a good supply.

• It is a sign of courtesy to have your 
card translated into Chinese, in 
Simplified or Traditional text as 
appropriate for the audience. 
Many Chinese do not read English.
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• Present your card with both hands with
the Chinese side face up. Spend a few 
seconds examining the cards you 
receive. This shows respect for the 
card’s owner. However, whatever you 
do, don’t write on the card, as this 
shows disrespect to the owner.

• When exchanging business cards, 
greeting your Chinese counterparts 
with simple phrases such as “Ni Hao” 
(hello), “Zao Shang Hao” (Good 
morning) and “Xia Wu Hao” 
(Good afternoon) can help to break 
the ice.

• Chinese green tea is normally offered 
at business meetings. This is usually 
served boiling hot in a porcelain mug 
with a lid. To avoid the tea leaves, 
which will sink eventually, blow them 
out of the way or push them out of the 
way with the lid. The cup will be refilled
periodically, but there is no need to 
take more than a couple of sips.

Presentations
• Sophisticated PowerPoint and video 
presentations with multiple illustrations 
are the norm for many forward-looking 
Chinese companies, and it is advisable
to take the same approach to create 
a good impression. Dual-language 
presentations and hand-outs in 
Chinese are essential.

• Chinese audiences are often more 
interested in the cost-effectiveness of 
the product rather than the product 
itself. Therefore it is vital during the 
presentation to show how your product
can save money.

• Chinese audiences also like to see 
case studies of operational projects 
using your product, preferably in China
or a neighbouring country where 
conditions are similar. Client lists 
featuring major players will create good
reference points for the Chinese side.

• Audience reactions vary. The Chinese 
applaud themselves when they have 
spoken, as well as clapping in 
response to others. But do not be 
put off if your audience is extremely 
passive. Throwing questions to the 
audience, inviting group discussion 
and asking for questions may not elicit 
much reaction, although younger 
participants are often more willing to 
ask questions. Often, audiences are 
happier writing down their questions 
rather than asking them in front of 
others.

Deal Making
Historically, China has witnessed foreign
deal making which was not in the 
interests of the Chinese people. The 
period in the 19th century where foreign
powers forced open the Chinese market
and occupied Chinese territory is still
referred to as the “Hundred Years of
Shame”. No wonder then, that China 
can be suspicious of foreign intent. 

China’s recent re-emergence as an 
economic power is accompanied by 
a great sense of national pride, and a 
desire to be treated on equal terms. 
At the same time, international issues 
and how they are reported in the Chinese
press can influence the mood of everyday
interactions with foreigners in China. 
Foreign technology and know-how are
highly respected, but the starting point
for today’s deal making can occasionally
carry some historical, political or cultural
baggage.

Western business visitors are often 
deadline-driven and unwilling to slow
down to the Chinese pace when 
discussing business, but in China 
the pace can be fast and slow 
simultaneously. Those involved in 
negotiations know how long they 
can drag on when the Chinese side 
is consulting internally or has other 
reasons for delay.



Chinese negotiators can move with 
lightning speed on other occasions and
exhaust Western business visitors and
local partners in consecutive midnight
meetings when a deadline is looming.
Chinese negotiators use time constraints
more strategically than their Western
counterparts, who should be aware that
speedy conclusion of business can result
in extremely tight equipment/service 
delivery dates.

Another different approach to doing 
business is that in a buying decision
Westerners tend to look for clear 
alternatives, while Easterners may 
examine ways to combine both options. 

For example, a Chinese panel may feel
that a supplier who combines claims of
best quality with a low price may either
raise the price during the contract or fail
to implement the contract. They will
therefore often prefer to choose a 
supplier whose price is neither the
cheapest nor the most expensive. In 
addition, a Chinese panel may avoid
awarding each supplier more than one
contract, in order to minimise 
dependence on a single supplier. Such 
an approach may make a Westerner 
think that a Chinese negotiator is being 
illogical, evasive or devious, when he
himself believes he is being quite
straightforward.

Negotiating Techniques

Mobilise local assets
The challenge of learning to speak 
Chinese fluently, the complexities of the
Chinese way of doing business, and a
strong sense of national pride mean that
a foreigner will only extremely rarely be
accepted by Chinese interlocutors on
equal terms. The solution is to find a 
reliable Chinese ally to work with you. 
An effective Chinese colleague will often
be able to analyse body language at
meetings, work out who in the other 
negotiating team holds real power (not 
always the boss), and help smooth out
any inadvertent wrinkles.

Face to face
Face is an essential component of the
Chinese national psyche. Having face
means having a high status in the eyes of
one’s peers, and is a mark of personal
dignity. The Chinese are acutely sensitive
to gaining and maintaining face in all 
aspects of social and business life.

Face is a prized commodity, which can
be given, lost, taken away or earned.
Causing someone to lose face could 
ruin business prospects or even invite 
recrimination. The easiest way to cause
someone to lose face is to insult an 
individual or criticise them in front of 
others.

Westerners can unintentionally offend
Chinese people by making fun of them in
a good-natured way. Another error can be
to treat someone as a subordinate when
their status in an organisation is high.
Just as face can be lost, it can also be
given by praising someone for good work
before their colleagues.
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Giving face earns respect and loyalty. 
But praise should be used sparingly.
Over-use suggests insincerity on the part
of the giver.

Conversely, the presence of a Westerner
should be exploited to the full. Chinese
interlocutors will often see a visit by a 
foreigner as an indication of sincerity and
commitment by the Western company. 

Perversely, they often do not accord
mainland Chinese or Hong Kong 
representatives the same status as a 
foreigner. The ideal sales team, therefore,
is often a Chinese to take care of the
working level contacts and a foreigner 
to do honour to the higher echelons.

The pecking order
Mao Zedong’s thoughts on discipline,
published in 1966, provide a valuable 
insight into structures which persist in
Chinese organisations even to this day:
“The individual is subordinate to the 
organisation. The minority is subordinate
to the majority. The lower level is 
subordinate to the higher level.” 

This quotation, which conforms with
long-standing traditional social values, 
indicates why Chinese society and 
companies are very hierarchically 
organised, and why Chinese people 
seem to be more group-oriented than 
individualistic and often do not like to
take responsibility. Similarly, people 
are seldom willing to give an opinion 
before their peers as it might cause 
loss of face with a valued ally.

 Tricks of the trade
Chinese negotiators are shrewd and 
use a wide variety of bargaining tactics.
The following are just a few of the more 
common stratagems:

• Controlling the meeting place and 
schedule – The Chinese know that 
foreigners who have travelled all the 
way to China will be reluctant to 
journey home empty-handed. Putting 
pressure on foreigners just before their 
scheduled return can often bring useful
benefits to the Chinese side.

• Threatening to do business elsewhere 
– Foreign negotiators may be 
pressured into making concessions 
when the Chinese side threatens to 
approach rival firms if their demands 
are not met.

• Using friendship to extract 
concessions – Once both sides have 
met, the Chinese side may remind the 
foreigners that true friends would reach
an agreement of maximum mutual 
benefit. Make sure that the benefit is 
genuinely mutual and not just one-way.

• Showing anger – Despite the 
Confucian aversion to displays of 
anger, the Chinese side may put on 
a display of calculated anger to put 
pressure on the foreign party, who may
be afraid of losing the contract.

• Attrition – Chinese negotiators are 
patient and can stretch out discussions
in order to wear their interlocutors 
down. Excessive hospitality the 
evening before discussions can be 
another variation on this theme.



Counterplay
Here are some useful tactics that may
help foreign negotiators dealing with 
the Chinese:

• Be absolutely prepared – At least one 
member of the foreign team must have 
a thorough knowledge of every aspect 
of the business deal. Be prepared 
to give a lengthy and detailed 
presentation, taking care not to release
sensitive technological information 
before you reach full agreement.

• Be willing to cut your losses and go 
home – Let the Chinese side know 
that failure to agree is an acceptable 
alternative to making a bad deal.

• Cover every detail of a contract before 
you sign it – Talk over the entire 
contract with the Chinese side. Be sure
that your interpretations are consistent 
and that everyone understands their 
duties and obligations. Make sure that 
you get professional legal advice from 
someone who understands the law 
(and the language) under which the 
contract was written.

• Be patient – It is generally believed in 
China that Westerners are always in a 
hurry, and the Chinese party may try to
get you to sign an agreement before 
you have had adequate time to review 
the details. Possibly consider having 
an Open Return flight.

• Contracts – Chinese and Westerners 
often approach a deal from opposite 
ends. To a Westerner, starting with a 
standard contract, altering it to fit the 
different circumstances, and signing 
the revised version, seems 
straightforward. 

Commercial law is ingrained in our 
thinking. But traditionally, commercial 
law scarcely existed in China and 
certainly indicated bad faith. The early 
appearance of a draft legal contract 
was seen as inappropriate or, more 
likely, irrelevant, because it carried no 
sense of commitment. The business 
clauses might form a useful agenda. 
But obligations came from 
relationships, not pieces of paper.

Nowadays, business contracts are 
accepted as the norm. But returning
home with a signed piece of paper is not
the end of the matter. It is not unknown
for the Chinese side to view a contract 
as a snapshot of an agreement that was
made at a particular time, and under 
particular circumstances. Further 
concessions may then be requested – a
difficult prospect for the Westerner who
has shaved his margin down to the bone.

The concept of 'Hosting'

The Chinese take the concept of being
host (and you being in the role of a guest)
very seriously. Companies doing 
business in China are often treated to 
a wide range of assistance, including 
hotels, transport, meals and evening 
entertainment. Chinese companies can
often lean on an extensive network of 
relationships to provide these without 
incurring direct costs, or at a substantial
discount.

Inviting the Chinese side for a return 
visit to your company in the UK will
demonstrate your intent to reciprocate
the hospitality of the Chinese side, and
will also strengthen the relationship. 
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However, when they are visiting the UK
Chinese companies expect the same 
assistance, and most UK companies do
not have the budget to handle two weeks
of all-in travel for contacts they have
never done business with and are not
sure they ever will do business with. 

Therefore, it is best to be cautious 
about the extent to which hospitality 
is expected. Don’t be rude, but do take 
the trouble to explain that things are 
different in the UK.

However, showing you care is not 
expensive. Making sure your visitors 
are greeted at the airport and making 
an effort to see them off when they 
leave is seen as basic hospitality in
China. Organising some sightseeing or
shopping for your guests and treating
them to a meal in a good Chinese 
restaurant will also be well received.

The Future

China is seemingly the most important
engine of economic growth worldwide.
As China has risen to become the world’s
second largest economy and largest 
exporter, and its economy gradually
moves away from a reliance on exports
towards the opening of its own domestic
market, with over 1.4 billion consumers
and large potential markets across 
the country, China has numerous new 
opportunities for UK companies of 
all sizes.

Product quality, technology innovation,
marketing and branding are all key
strengths that British businesses have as
their main competitive advantages versus
Chinese competition. But China is a
highly segmented market, not only 
demographically but also with respect 
to regions and city tiers – consumer 
buying attitudes, behaviour and 
motivations differ widely.

Therefore provided UK companies 
consider developing segmented market
strategies beyond just the major cities
like Beijing, Shanghai and Guangzhou,
can carry out due diligence and take 
the time and trouble to fully understand
Chinese culture, then – together with the
help and support offered from the CBBC
and UKTI – there is no reason why they
cannot achieve real success in China, 
for the mutual benefit and mutual gain 
of both societies. The rewards are 
well-worth the effort!

See the Resources section of this guide
to find out how the CBBC and UKTI can
help you succeed in China.











CHINA

China is seemingly the most 
important engine of economic
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As China has risen to become the world’s second largest
economy and largest exporter, and its economy gradually
moves away from a reliance on exports towards the opening
of its own domestic market, with over 1.4 billion consumers
and large potential markets across the country, China has 
numerous new opportunities for UK companies of all sizes.



Resources

Contacts

Where to get help
In China, UK Trade & Investment 
(UKTI) works in partnership with 
the China-Britain Business Council
(CBBC) to deliver trade services. This
partnership network is available through
the British Embassy in Beijing, the British 
Consulate-Generals in Hong Kong,
Shanghai, Chongqing and Guangzhou,
and through CBBC’s presence in 11
mainland China cities, and can assist 
UK companies by providing advice and
information on primary and regional 
Chinese cities.

Speaking to an expert
UK Trade & Investment provides support
for UK companies through a network of
international trade teams (ITTs) based 
in the English regions. UK Trade & 
Investment services are also available 
to companies in Scotland, Wales and
Northern Ireland.

To arrange a consultation with your 
local International Trade Adviser, 
call +44 (0)20 7215 5000 or use the 
database at www.gov.uk/export/united-
kingdom/contactus.html

In addition to the international trade
teams across the country, CBBC has 
a number of China Business Advisers
(CBAs) who have extensive knowledge
and practical experience of doing 
business in China. To arrange a 
consultation with one of the China 
Business Advisers, please call 
+44 (0)20 7802 2000 or visit
www.cbbc.org

Market information and sector reports 
are available through www.ukti.gov.uk
and www.cbbc.org Trade development
services provided and delivered by UKTI
and CBBC include a wide range of
services available to help you develop
your ambitions in China:

• Overseas Market Introduction Service 
(OMIS): a chargeable UKTI-led tailored 
service to access market and industry 
information, identify potential contacts 
or assist in planning an event.

• Passport to Export: a UKTI-led service 
that provides new and inexperienced 
exporters with the training, planning 
and ongoing support they need to 
succeed overseas.

• Gateway to Global Growth – Where 
Next?: a free service to experienced 
exporters which offers a strategic
review, planning and support to help 
grow your company’s business 
overseas.

• Events and seminars: including sector-
based activities addressed in events 
and seminars across China and the UK.

• High Value Opportunities: 
Mainland China: www.ukti.gov.uk/ukti
home/item/219720 
Hong Kong: 
www.ukinhongkong.fco.gov.uk/en/
business/export

• Missions: missions to mainland China 
and Hong Kong help UK companies 
visit the market, while visits from China
allow UK companies to meet with 
potential partners, potential investors 
in the UK, agents, distributors or with 
relevant government officials.
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• Business opportunities: a free service 
providing sales leads, brought to you 
via UKTI’s huge global contacts 
network. Please register for this service
at www.ukti.gov.uk

• Fiscal Stimulus Initiative: UKTI can help
UK companies of all sizes to identify 
the opportunities created by fiscal 
stimulus packages and major spending
programmes around the world.

• Export Communications Review: 
assessment of your company’s export 
communications followed by practical 
recommendations for improvement 
(managed by British Chambers of 
Commerce).

• Export Marketing Research Scheme: 
provides companies with the facility 
to collect systematic and objective 
market research to assist in the 
development of a market entry 
strategy (managed by British 
Chambers of Commerce) -
www.britishchambers.org.uk/
exportzone

For more information on any of these
services please contact your local 
UKTI International Trade Team or the
China-Britain Business Council.

If you would like strategic advice about
doing business in China then contact 
the following: 

In China: UKTI-based staff in British
diplomatic posts: 

British Embassy Beijing:

Address: 
11 Guang Hua Lu, 
Jian Guo Men Wai, 
Beijing 100600

Tel: +86 (0)10 5192 4000
Fax: +86 (0)10 5192 4218/4441

British Consulate-General Shanghai:

Address: 
Suite 301, 
Shanghai Centre, 
1376 Nanjing Xi Lu,
Shanghai 200040

Tel: +86 (0)21 3279 2000
Fax: +86 (0)21 6279 7388

British Consulate-General Guangzhou:

Address: 
7/F Guangdong International Hotel
339 Huanshi Dong Lu
Guangzhou 
510098

Tel: +86 (0)20 8314 3000
Fax: +86 (0)20 8333 6485

British Consulate-General Chongqing:

Address: 
28/F Metropolitan Tower 
Zourong Road
Yu Zhong District
Chongqing 
400010

Tel: +86 (0)23 6369 1500
Fax: +86 (0)23 6369 1525

To find your local UKTI International Trade
Adviser please go to www.ukti.gov.uk or
call 020 7215 5000

For your China Business Adviser 
please go to www.cbbc.org 
or call 020 7802 2000
Email: enquiries@cbbc.org (in the UK)



Useful Links

China Links and Resources:

• British Diplomatic Posts in China: 
www.ukinchina.fco.gov.uk

• British Chamber of Commerce in 
China: www.britishchamber.cn

• British Chamber of Commerce in 
Hong Kong: www.britcham.org

• CBBC membership: to find out how 
CBBC membership could help your 
business succeed in China, please 
contact CBBC’s Membership 
Director, Fenella Barber on 
+44 (0)20 7802 2008 or by email 
at membership@cbbc.org

• CBBC: enquiries@cbbc.org or call 
CBBC UK on +44 (0)20 7802 2000 
(CBBC UK offices), or CBBC China 
on +86 (0)10 8525 1111 
(CBBC China offices)

• UK Trade & Investment for China, 
Market Unit: 020 7215 8446 
www.ukti.gov.uk

• Commercial enquiry service in China 
and the UK: please contact 
enquiries@cbbc.org with your 
questions. Alternatively, please call 
CBBC UK on +44 (0)20 7802 2000 or 
CBBC China on +86 (0)10 8525 1111.

• Practical support: translation, 
interpretation and logistics advice 
are all available from CBBC.

• FCO Country Updates: Reports by UK 
embassies in key emerging markets, 
providing authoritative analysis and 
drawing on high level government 
and other contacts, providing timely 
assessment of key issues relevant to 
UK business - www.ukti.gov.uk

• The Sustainable Cities Initiative: 
UK Trade & Investment’s Sustainable 
Cities Initiative currently encompasses 
the three Chinese cities of Wuhan, 
Chongqing and Changsha. The aim 
of the Initiative, which is underpinned 
by Memoranda of Understanding is 
to develop commercial opportunities 
for UK and Chinese companies to 
cooperate in the fields of sustainable 
urban planning and design, green 
buildings, and environmental 
technologies, and including urban 
new-build and regeneration, land 
reclamation, renewable energies, 
urban transport, water and wastewater 
management and treatment, and 
leading the transition to low carbon. 

For more details on how the 
Sustainable Cities Initiative can help 
your company please contact 
peter.millman@ukti.gsi.gov.uk

• British Embassy and 
Consulates in China:

• British Embassy, Beijing
• British Consulate-General, 

Shanghai
• British Consulate-General, 

Guangzhou
• British Consulate-General, 

Chongqing
• British Consulate-General, 

Hong Kong
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• Chinese Embassy and Consulates 
in the UK:

• Chinese Embassy, London
• Chinese Consulate-General, 

Edinburgh
• Chinese Consulate-General, 

Manchester
• China Visa Application Service 

Centre
• China Council for the Promotion 

of International Trade

Additional Useful Links

UK Trade & Investment (UKTI):
www.ukti.gov.uk

Foreign & Commonwealth Office (FCO):
www.gov.uk/fco

China Britain Business Council (CBBC):
www.cbbc.org

British Council:
www.britishcouncil.org

Trade Tariff:
www.gov.uk/trade-tariff

British Chambers of Commerce:
www.britishchambers.org.uk

IoD (Institute of Directors):
www.iod.com

CBI (Confederation of British Industry):
www.cbi.org.uk

Institute of Export (IOE):
www.export.org.uk

British Expertise:
www.britishexpertise.org

Department for Business, 
Innovation & Skills (BIS):
www.gov.uk/bis

Trade Shows

A trade show is a method of promoting a
business through the exhibition of goods
and services, an organised exhibition 
of products, based on a central theme,
where manufacturers meet to show their
products to potential buyers.

Taking part in overseas exhibitions is 
an effective way for you to test markets, 
attract customers, appoint agents or 
distributors and make sales. UKTI's
Tradeshow Access Programme (TAP) 
provides grant support for eligible SME
firms to attend trade shows overseas.

Participation is usually as part of a group,
a great advantage for inexperienced 
businesses, and is usually led by one 
of UKTI's Accredited Trade Association
(ATOs). ATOs work with UKTI to raise the
profile of UK groups and sectors at key
exhibitions. For more information, please
visit the UKTI website www.ukti.gov.uk 

BizTradeShows.com online database:
www.biztradeshows.com/china

British Expertise Events:
www.britishexpertise.org

CBBC Upcoming Events online calendar:
www.cbbc.org/cbbc_calendar

EventsEye.com online database:
www.eventseye.com

Institute of Export International Trade
Events:
www.export.org.uk/latest-news/
international-trade-events 

UKTI China related events:
www.ukti.gov.uk/export/countries/
asiapacific/fareast/china/events

UKTI online events search facility:
www.ukti.gov.uk/export/eventssearch
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British Embassy Beijing

11 Guang Hua Lu, 
Jian Guo Men Wai, 
Beijing
100600 
China

Telephone (General enquiries only)
+86 0(10) 5192 4000

Telephone (Consular assistance for 
British nationals) +86 0(10) 8529 6600

Fax (General) +86 0(10) 5192 4239
Fax (Trade & Investment)
+86 0(10) 5192 4218
Fax (Consular) +86 0(10) 8529 6081

Opening hours: 
Monday to Friday, 8:30am to midday /
1:30pm to 5pm (Local time)

The Visa Section of the 
British Embassy Beijing

21st Floor North Tower, 
Kerry Centre, 
No.1 Guanghua Road, 
Chaoyang District, 
Beijing
100020 
China

Opening Hours:
Monday to Friday, 8:30am to midday /
1:30pm to 4pm (local time)

The Consular Section of the British 
Embassy Beijing

21st Floor North Tower, 
Kerry Centre, 
No.1 Guanghua Road, 
Chaoyang District, 
Beijing
100020 
China

Email: consular.beijing@fco.gov.uk
Telephone: +86 (0)10 8529 6600
Out of Hours: +86 (0)10 5192 4000
Fax: +86 (0)10 8529 6081

Counter services:
Monday: 9am to midday / 1pm to 4pm
Tuesday: 1pm to 4pm
Wednesday: 1pm to 4pm
Thursday: closed
Friday: 1pm to 4pm

Telephone enquiries:
Monday to Friday: 
8:30am to midday / 1pm to 4pm

British Consulate-General Guangzhou

2nd Floor 
Guangdong International Building, 
339 Huanshi Dong Lu, 
Guangzhou
510098 
China

E: britishconsulate.guangzhou@fco.gov.uk
Telephone (General Enquiries only)
+86 (0)20 8314 3000  
Fax (General)+86 (0)20 8331 2799
Fax: (Trade & Investment )
+86 (0)20 8333 6485

Opening hours: 
Monday to Friday, 9am to 12.30pm /
1.30pm-5pm (Local time)
Monday to Friday, 9am-1pm 
(Local time) (Consular)
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The Consular Section of the 
British Consulate-General Guangzhou

2nd Floor 
Guangdong International Building, 
339 Huanshi Dong Lu, Guangzhou
510098 
China

Email: consular.guangzhou@fco.gov.uk
Telephone +86 (0)20 8314 3000
Fax +86 (0)20 8331 2799

Out of Hours: +86 (0)20 8314 3000

Counter services:
Monday to Friday: 9am to 1pm

Telephone enquiries:
Monday to Friday: 
9am to 1pm / 2pm - 4.30pm

The Consular Section of the British 
Consulate-General Chongqing

Suite 2801, 
Metropolitan Tower, 
68 Zourong Road, 
Yu Zhong District, 
Chongqing
400010 
China

Email: consular.chongqing@fco.gov.uk
Telephone +86 (0)23 6369 1400/
6369 1500
Fax +86 (0)23 6369 1525

Opening hours: 
Monday to Friday, 9am to midday /
1.30pm to 3.30pm (Local time)

British Consulate-General Shanghai

Suite 301, 
Shanghai Centre, 
1376 Nanjing Xi Lu, 
Shanghai 

Suite 319, 
Shanghai Centre, 
1376 Nanjing Xi Lu, 
Shanghai (Consular)
200040 
China

Telephone (General enquiries only)
+86 (0)21 3279 2000

Fax (General) +86 (0)21 6279 7651
Fax (Trade & Investment ) 
+86 (0)21 6279 7388
Fax (Consular) +86 (0) 21 6279 7658

Opening hours: 
Monday to Friday, 8.30am to 5.30pm
(local time)

Monday, Wednesday, Thursday: 9am to
midday/2pm to 4pm (Local time) 
(Consular)

Tuesday, Friday, 9am to midday (Local
time) (Consular)



153www.China.DoingBusinessGuide.co.uk

The Consular Section of the British 
Consulate-General Shanghai

Suite 319, 
Shanghai Centre, 
1376 Nanjing Xi Lu, Shanghai
200040 
China

Email: consular.shanghai@fco.gov.uk
Telephone+86 (0)21 3279 2000
Fax+86 (0) 21 6279 7658

Opening hours: 
Monday, Wednesday, Thursday: 
9am to midday/2pm to 4pm (Local time)

Tuesday, Friday, 9am to midday 
(Local time)

  DFID China
British Embassy Beijing 

30/F South Tower 
Kerry Centre 
1 Guang Hua Road
100020 Beijing 
China

Emailenquiry@dfid.gov.uk
Tel(+86 10) 8529 6882
Fax(+86 10) 8529 6002

Source – FCO -
www.gov.uk/government/world/organisations/
british-embassy-beijing



CHINA

If you are interested in doing business in
China, please contact either your local
UKTI International Trade Adviser (ITA) at
www.ukti.gov.uk or your local China-Britain
Business Council Business Adviser at
www.cbbc.org



155www.China.DoingBusinessGuide.co.uk





C
H
IN
A

w
w
w
.C
hi
na
.D
o
in
g
B
us
in
es
sG
ui
d
e.
co
.u
k

Powered by

Visit the Website 
and download the free 
Mobile App

Website and Mobile App features include:

• Latest business news
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Disclaimer

Whereas every effort has been made to
ensure that the information given in this
Guide is accurate, neither International
Market Advisor (IMA), China Britain 
Business Council (CBBC), UK Trade 
& Investment (UKTI) nor its parent 
Departments, the Department for 
Business, Innovation & Skills (BIS) or the
Foreign & Commonwealth Office (FCO),
accept liability for any errors, omissions or
misleading statements and no warranty is
given or responsibility accepted as to the
standing of any individual, firm, company
or other organisation mentioned.

The purpose of the Doing Business
Guides, prepared by International Market
Advisor (IMA) in association with China
Britain Business Council (CBBC) and UK
Trade & Investment (UKTI), is to provide
information to help recipients form their
own judgments about making business
decisions as to whether to invest or 
operate in a particular country. 

The Report's contents were believed (at
the time that the Report was prepared) to 
be reliable, but no representations or 
warranties, express or implied, are made
or given by IMA, CBBC, UKTI or its 
parent Departments (the Foreign and
Commonwealth Office (FCO) and the (BIS)
Department for Business, Innovation and
Skills) as to the accuracy of the Report, 
its completeness or its suitability for 
any purpose. In particular, none of the 
Report's contents should be construed 
as advice or solicitation to purchase or
sell securities, commodities or any other
form of financial instrument. 

No liability is accepted by IMA, CBBC,
UKTI, the FCO or BIS for any loss or 
damage (whether consequential or 
otherwise) which may arise out of or in
connection with the report. No warranty is
given, or responsibility accepted as to the
standing of any individual, firm, company
or other organisation mentioned.

A range of UK Government support is
available from a portfolio of initiatives
called Solutions for Business. The 
"solutions" are available to qualifying 
businesses and cover everything from 
investment and grants through to 
specialist advice, collaborations and 
partnerships. UK Trade & Investment is
the government organisation that helps
UK-based companies succeed in the
global economy and also helps overseas
companies bring their high-quality 
investment to the UK's dynamic economy
- acknowledged as Europe's best place
from which to succeed in global business. 

UK Trade & Investment offers expertise
and contacts through its extensive 
network of specialists in the UK, and in
British Embassies and other diplomatic
offices around the world. UKTI provides
companies with the tools they require to
be competitive on the world stage.
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